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“ Tell me something interesting,” said the Small Boy. 
“T’ll tell you,” said Mr. Punch, “one of the most 
interesting things I know. Can you count up to one million seven 
hundred and sixty thousand? Don’t interrupt! ... A man I 
know says all that many people read PUNCH.” pic ks up 
“Coo!” said the Small Boy. “ What a lot!” 

“ Wait !”’ said Mr. Punch. “ Another man I know thinks that’s 

less than half the story. He makes it five and a half million.” 

“ Wow!” said the Small Boy. “ Which is right?” 

“ Both, perhaps !” said Mr. Punch. “It all depends where 


you find your readers. Now, do you read PUNCH?” 


“ What, on my pocket-money?” cried the Small Boy. 
* Mind you, when I see a copy, I bag it!” 
t  That’s rather what I mean!” said Mr. P, 


everybody 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 10 BOUVERIE STREET, LONDON, E.C.4. "PHONE: CENTRAL 916! 
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ADVERTISER'S WEEKLY 


TO THE 


LETTE 


EDITOR 


Suggested Ban On 


‘Lestimonials 


Sin—It was suggested in 
“To-morrow’s Topics” that oppo- 
Sition to a complete ban on 
testimonial advertising for medi- 
cines “will be based on the 
argument that it would be unfair 
to discriminate against one group 
of products.” 

Who are the opponents of this 
ban? Are they the manufacturers 
of the medicines or the news- 
papers which accept testimonial 
advertising? Would any member 

of the public or anyone interested 
primarily in health matters 
oppose such a ban? 

Does not the introduction to the 
British Code of Standards state: 
“The harm to the individual that 
may result from exaggerated, 
misleading or unwarranted claims 
justifies the adoption of a very 
high standard ...”; and may not 
every testimonial attached to an 
advertisement for a proprietary 
medicine be misleading—in view 
of the fact that the reader’s diag- 
nosis of his or her condition 
could be incorrect? 

Because testimonials are “fair 
copy” for vacuum cleaners, why 
should jt follow that they are 
“fair copy” for indigestion 


remedies? 
W. K. FITCH. 
33 Bedford Place, W.C.1. 


Marking Test Papers 


Sin,—The proposal by the 
Yorkshire Branch of the 
S.D.M.A.A. that the Association 
should run its own correspon- 
dence course is interesting. 

I am intrigued by one assump- 
tion: “The marking of all! test 
papers ... would be undertaken 
by part-time, nominally paid or 
voluntary invigilators.” 

Perhaps there would be a rush 
of publicly-minded volunteers at 
first. But I am quite certain that 
within a few months the numbers 


would have dwindled so much 
that the scheme would be un- 
workable. 

Do the proposers have any ex- 
perience of marking test papers? 
Earlier this month I marked a 
batch of papers on “Distribution” 
in a final examination. Average 
marking time per paper one hour. 

Presumably the  invigilators 
would have a number of test 
papers to mark each week. Will 
they really be prepared to go on, 
week after week, year after year, 
giving up a number of hours of 
their spare time, voluntarily or 
for a “nominal! fee”? 

If the A.A, is going to run a 
workable course of this nature in 
competition with commercial cor- 
respondence schools, then I for 
one am convinced that, to ensure 
continuity, similar remuneration 
must be given to invigilators. 

Is the Yorkshire Branch really 
convinced of the unsuitability of 
the advertising course of the best- 
known correspondence schools? 
Why do students of such schools 
persistently figure among the top 
three in most professional exams? 
The Pickup medal (LS.M.A. final) 
has been won four times in the 
last seven years by a correspond- 
ence schoot student. 

r GASTON GONORD. 
175c Edwards Road, 
Clifton, Bristol. 


Poster Impact 


Sirn,—Mr. Norman T. Shepherd 
should know that the solicited 
opinion of his friends is not 
necessarily a good guide to the 
impact of a poster. My own 
circle would plump just as heavily 
for the Murphy design, and I 
should think there would be little 
to choose between the two groups 
as potential buyers of television 
sets and seaside holidays. 

There is a strong link between 
Murphy's products and their ad- 
vertising in their consistent use 
of good modern design and indi- 
vidual style. I can think of no 
link at all between the “bonny 
babe” of the seaside poster and 

. is it Brighton or Clacton? 
I can’t remember. 
GARETH ADAMSON. 
2b Lewisham Way, S.E.14. 


. 
‘Time’ Survey 

Sirn,—If instead of a silly in- 
nuendo Dr. Abrams would reply 
to questions we are surely 
entitled to ask, the validity of 
the American sponsored Time 
survey might be established. 

Repeating a question to which 
a reply has not been forthcom- 
ing: “What are the other sur- 
veys Dr. Abrams referred to in 
your issue of April 5 and which 
he states conform with the results 
of this survey?” 

Further, in his last letter he 
states that Research Services Ltd., 
picked every thirty-fifth name 
from the Directory of Directors 
and by so doing arrived at his 
sample of 1002. 

I realise there is a statement 
in the Directory that the total 
number of names is approxi- 
mately 35,000, but on taking the 
same basis the number arrived at 
is only 869. 

How did the other 14 per cent 
names creep in? 


W. HOWLETT. 
Paul E. Derrick Advertising 
Agency Ltd. 


Dr. Mark Abrams comments: 

Mr. Howlett is quite right 
when he says that the total num- 
ber of names in the Directory of 
Directors is not 35,000. Our 
sampling interval of 1 in 35, 
using the 1949 edition of the 
Directory, in fac* indicated that 
there were approximately 30,500 
names and we then proceeded to 
go through the Directory again 
taking every 200th name to sup- 
plement our first list. This, of 
course, in no way invalidated the 
randomness of the sample. 

As to his other point, as sup- 
porting evidence | had in mind 
the findings of a survey which 
Research Services carried out 
approximately 18 months ago on 
behalf of The Economist. 


Hot Copy 


Sir,—Readers might be inter- 
ested in an item mentioned by 
Robertson Scott in his miscellany 
“The Day before Yesterday.” In 
1841 there appeared a Sabbat- 
arian poster protesting against a 
Sunday railway excursion which 
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makes most a, ~— 
campaigns seem wish-wash 
comparison. The text o 
poster was: 

People taken safely and swiftly 

to HELL next Lord’s Day by 

the Carlisle Railway for 7s. 6d. 
What would the = man- 
ager of the Lord’s Day Observ- 
ance Society say about that piece 
of forthright copy? 


G. C. B. ANDREW. 
1 Durham Terrace, W.2. 


Coverage In 
Australia 


Sik,—Really we just can’t 'et 
Mr. John Hackett open his article 
of June 7 with such sweeping 
generalisation. 

No national Press in Australia! 
Or has he _ overlooked five 
national weekly women’s maga- 
zines with an aggregate average 
net sale of 1,823,000; two pic- 
torial fortnightly nationals with 
an average of 575,000 net sales 
between them? 

Then, for good measure, five 
leading monthlies with an average 
net of 990,000. Add to this at 
least another dozen national 
monthlies in the 40 to 90,000 
mark, and you have a rough idea 
of what goes on. 

All of this in a country of a 
little over 8 million population. 

We have no national daily 
Press; that is true, it would be an 
impossibility in a country the 
size of ours. The retail stores are 
naturally only interested in the 
local metropolitan Press, and 
then in particular those which 
have a dominating city and urban 
circulation. 

The statement that national 
coverage is achieved with radio is 
a rather hopeless overstatement. 
The circulations of the national 
Magazines answer it. 


E. L. THOMPSON, 
Advertising manager, Woman's 
Day and Home, Sydney. 
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WOMAN’S.OWN * HOME NOTES * MODERN WOMAN 
HOMES AND GARDENS * LUCKY STAR * SILVER STAR 
GLAMOUR x TIT-BITS * JOHN O’LONDON’S WEEKLY 
COUNTRY LIFE * AMATEUR GARDENING * ANGLING 
GARDENING ILLUSTRATED * SMALLHOLDER * RIDING 
LONDON OPINION * W!DE WORLD MAGAZINE 
MEN ONLY * AERONAUTICS * PRACTICAL MECHANICS 
PRACTICAL WIRELESS * PRACTICAL TELEVISION 
PRACTICAL ENGINEERING * TECHNICAL BOOKS 


The Newnes Group greets all delegates to the INTERNATIONAL 
ADVERTISING CONFERENCE with the wish that the exchange of 


ideas will advance the interests of advertising throughout the world. 


Stuart Mander, Advertisement Director, George Newnes Limited, Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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Cover the listening world with— 


RADIO TIMES 

Many times a day, seven days a week ‘*Radio Times’’ repeats its message 
to the members of over 8,000,000 families, tells your story to over half 
the population of Britain, A.B.C. 1950 Certified Net Sales 8,108,430. 


THE LISTENER 


if you handle a quality consumer product—or a speciality manufacture 
for industry or commerce—put your advertisements before the important 
readers of ‘* The Listener’’. A.B.C. 1950 Certified Net Sales 148,217. 


For further information please write to:— 


LONDON CALLING 

As the ‘* Radio Times” serves Britain, ‘London Calling’’ serves the world. 
If you have a product with an overseas market, **London Calling’ is a 
medium worth investigating. A.B.C. 1950 Certified Net Sales and 
Distribution 18,869 


ARABIC LISTENER 

Wherever Arabic is spoken the ‘* Arabic Listener’’, read and studied by 
men of influence, is a valuable aid to export sales. A.B.C. 1950 
Certified Net Sales and Distribution 11,668. 


HEAD OF ADVERTISEMENT DEPARTMENT * B.B.C. PUBLICATIONS - BROADCASTING HOUSE - PORTLAND PLACE + LONDON - W.1 


HIGHAM ADVERTISING 
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** Advertiser’s Weekly’’ is 
proud and honoured to pent | 
this special message of wel- 
come to delegates from His 
Royal Highness, The Duke 
of Gloucester, patron of 
the International Advertising 
Conference. 


In this Festival year of 1951, 
when so many aspects of 
British art and industry are on 
show to the world, it is par- 
ticularly fitting that the Adver- 
tising Association of Great 
Britain should have gathered 
together for the International 
Advertising Conference repre- 
sentatives from no fewer than 
38 countries and from every 
continent. , 

Now, more than ever, we are 
striving to foster international 
goodwill, and Britain’s leading 
men and women of advertising, 
who have combined to organise 
this friendly meeting of the 
representatives of so many 
lands, are here contributing in 
a practical way towards the 
ultimate goal of international 
understanding. } 

It is especially encouraging for 
the future that there are to be, 
as guests of the Advertising 
Association, 120 young men 
and women from 19 countrie; 
—delegates under the Confer- 
ence Youth Scheme—to meet 
and exchange ideas with their 
opposite numbers in British 
advertising. 

As Patron of the Conference I 
take this opportunity of wel- 
coming the 2,600 delegate; 
from home and overseas and 
wishing their Conference all 
success and good fortune. 


Royal Welcome For 2,600 
Conference Delegates 


GREAT welcome is assured for over 2,600 delegates from 
A nearly 40 countries, now arriving in London for the CENTRAL HALL, 
International Advertising Conference, organised by the Adver- | WHERE THE WORK 
tising Association in celebration of its silver jubilee. WILL BE DONE 

Students of public affairs have 
already handed one palm to the 
Conference organisers. This, they 
say, will prove one of the most 
truly international events to be 
staged since the war. 

A legion of willing helpers is 
now putting final touches to plans 
for all aspects of Conference 
activity. No effort will be spared 
to ensure that the overseas 
visitors, in particular, have a 
royal time. 

Barring accident or illness, the 
following are the final figures of 
the overseas registered delegates 
by countries: 

Argentine 2; Austria 4; Aus- 
tralia 21; Brazil 1; Belgium 62; 
Burma 1; Canada 14; Cyprus 2: 
Denmark 52; Egypt 15; Finland 
12; France 101; French Morocco 
1; Germany 46; Holland 58; 
India 22; Ireland 23; Israel 6; 
Italy 71; Japan 1; Kenya 1; 
Jamaica 1; Lebanon 2; Malta 2; 
New Zealand 10; Norway 43; 
Pakistan 1; S. Africa 8; Spain 5; 


@ Continued on page 5 


R. H. PENNEY + Advertisement Director 


NORTHCLIFFE NEWSPAPERS GROUP L” 


Carmelite House, London, E.C.4. Cen. 6000 
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Lord Mackintosh, Conference President, writes 


an ‘Advertiser’s Weekly’ welcome message: 


‘Conference will have immense 
value throughout world’ 


S I write most willingly a 
message of welcome for 
this special issue of ADVER- 
TISER’S WEEKLY, the news 
has just reached me that the 
two-thousand-two-hundredth 
delegate has registered for the 
International Advertising Con- 
ference, making 37 countries to 
be represented from five conti- 
nents. 
To all of you from home and 


From Convention To Conference 
—25 Years Of Progress 


vw the opening of the International Conference on 
Monday the Advertising Association of Great Britain 
celebrates in ‘unique fashion its silver jubilee. 


The story of the A.A. began 
with a conference—but they 
called it a convention then. 

British Advertising—as “Dis- 
trict 14” (chairman, C. Harold 
Vernon) of the Associated Adver- 
tising Clubs of the World— 
promoted at Wembley in 1924 a 
very successful _ international 
Advertising Convention, attended 
by some 2,000 delegates from the 
U.S.A. Its outcome was _ the 
establishment on a small scale in 
1925 of a central organisation for 
British Advertising, formally in- 
corporated as the Advertising 
Association in 1926. 

Its primary functions were to 
extend the knowledge of adver- 
tising and its role in developing 
sales and serving the consumer. 
Its National Vigilance Committee 
-—now the Advertisement Investi- 
gation Department of the Adver- 
tising Association—was among its 
first organised activities. The first 
of the British annual conventions 
was held at Harrogate in 1925, 
followed by another at Man- 
chester in 1926. 

The first public effort of the 
newly formed Association was an 
Advertising Exhibition at Olym- 
pia, in London, in 1927. 

1929 saw the inauguration of 
the Education Scheme with its 
Diplomas in Advertising. 

In 1932 the Association set up 
a Research and Publicity Depart- 
ment; in 1933 came the Advertis- 
ing and Marketing Exhibition at 
Olympia in London, for which 
the late Sir William Crawford 
was the chairman of the organis- 
ing committee and C. Harold 
Vernon was chairman of the 
Convention. 

The first practical results of the 


scheme “to advertise Advertising” 
appeared in 1934 in more than 
700 newspapers and on many 
thousands of posters. 

In 1943 an Export Advertising 
Committee was formed on which 
the Association was represented, 
one of the main results of whose 
work is seen to-day in B.E.T.R.O. 

After 25 years the Association 
has over 1,000 members. Arffili- 
ated to it are the 32 Advertising 
and Publicity Clubs of Great 
Britain and treland, together with 
some 25 organisations representa- 
tive of! the advertising, business, 
poster, Press, printing and pub- 
licity worlds. 

That is the measure of 
success. 
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The Prince of 


vention—an_ historic picture 


overseas—and to the scores of 
others who we hope will have 
been added to this magnificent 
figure by the time the Conference 
opens—I extend the warmest 
greetings on behalf of the 
Conference organisation. 

It is most valuable for a 
Conference president to have 
put at his disposal, as I have, 
the opportunity of welcoming 
you in print the moment you 
arrive. I would like to record 
the appreciation of all of us of 
the splendid efforts to publicise 
the Conference, and indeed the 
activities of advertising in the 
last 25 years, which have been 
made by ADVERTISER’S WEEKLY 
—and the other advertising 
trade papers throughout the 
world. They must share with us 
our satisfaction at the numbers 
of delegates coming to what is 
the second International Con- 
ference on such a scale ever to 
be held in Great Britain, and 
our anticipation of the immense 
value which the Conference will 
have throughout the world. 

I would like especially to 
welcome the nearly 120 Con- 
Serence Youth Scheme delegates 
from 19 countries who are 
coming to be our guests 
during their stay here both for 
the Conference and for their 
tours of Britain after it. 

The Advertising Association 


Wales, now Duke of Windsor, opens the 1924 Con- 
reproduced from the pages of the 


“Illustrated London News. 


Make sure 


of Great Britain has felt for 
many months that no better 
celebration of its Silver Jubilee 
could be held than this great 
Conference for July. We in 
Britain hope that the Con- 
ference week will be a memor- 
able one—for overseas delegates 
particularly, perhaps—not only 
because of its discussions and 
resolution but also as a result of 
our attempts to provide at the 
Conference a_ representative 
selection of British hospitality 
and entertainment. We may 
live in a utility world in Britain 
but the art of hospitality is only 
sharpened by to-day’s more 
restricted circumstances. What 
has been achieved in the way of 
plans for the entertainment of 
all of you seems to me to be a 
splendid effort even in Festival 
Year. 

My wife and I hope to meet 
you all personally during Con- 
ference week, but we hope you 
will accept this message of 
welcome before the Conference 
starts. I would like to assure 
you that it comes as sincerely 
from the many British advert- 
ising men and women who have 
been very much concerned with 
making arrangements for the 
Conference during the past 
months. 


Acland 9 Hh befor 


Crawfords Hosts To 
Fifty Delegates 

W. S. Crawford Ltd. are taking 
a prominent part in welcoming 
their overseas friends on the 
occasion of the International 
Advertising Conference. A party 
of some fifty of the firm's asso- 
ciates in foreign lands, coming 
from Australia, Burma, Canada, 
Egypt, India, New Zealand and 
the US.A., and from many 
European countries, will be 
Crawford's guests during the 
Conference and will be enter- 
tained by the agency throughout 
its duration. 

To-morrow (Friday) the party 
will be welcomed at 233 High 
Holborn by Hubert Oughton. 


of your three special *A.W. issues next week 
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HURLINGHAM—where the delegates will play 


@ Continued from page 3 


The Social Highlights 


Sweden 98; Switzerland 28; 
Turkey 1; U.S.A. 149. 

Intentions to register have been 
notified from Colombia, Iran, 
Greece and the Philippines, but 
registration forms have still not 
been received from these four 
countries. 

Over 80 speakers including “top 
names” in every phase of publi- 
city are listed for the various 
sessions. At the main business 
sessions alone over 13 countries 
will be represented on the 
platform. 

Even the most lavish accommo- 
dation that London can offer 
may be inadequate for all those 
who will wish to attend the 
highlights of the Conference's 
brilliant social programme. 

Terrific Programme 

As outlined by Mr. Leslie W. 
Needham, chairman of the social 
and entertainment committee, the 
arrangements that have been 
made for the delectation of the 
2,600 delegates provide an 
“embarrassment of riches.” 

Here are some new facts: 

For the opening reception on 
the Saturday evening, Mr. Need- 
ham has acquired the ballroom 
and restaurant at the Dorchester, 
plus smaller rooms for buffets 
and the Park Suite on the mezza- 
nine floor. It is hoped that not 
more than 1,500 delegates will be 
present at any given moment. 
There will be a display staged 
by Ralph Reader, maypole danc- 
ing. Scots pipers, Welsh singing. 
and Irish jigs. 

On the Sunday at the garden 
party in Mr. Edward Hulton’s 
magnificent grounds at Hyde Park 
Gate, there is accommodation in 
case of rain. 

A large number of overseas 
delegates have been invited for 
the Government reception at 
Lancaster House on the Monday 
evening. Afterwards a “terrific” 
programme that will be a cross- 
section of all that is best in 
British entertainment will be 
offered at the late night show at 
the Theatre Royal, Drury Lane. 
Delegates will be the guests of 


the Newspaper Proprietors’ Asso- 
ciation. All refreshments during 
the interval will be free. 

In addition to the 1,250 who 
will be present at the banquet at 
Grosvenor House on Tuesday, 
an extra 100 will dine in the 
restaurant and join the main body 
of diners for the speeches. The 
Fleet Street Choir will sing grace 
and the National Anthem. A 
superb cabaret will be provided 
by Tom Arnold and Emil Littler. 

One of the many attractions 
at Hurlingham on the Wednesday 
evening will be the Water Show, 
“a girl show which will be brought 
from Southport, the costs being 
we by Alfred Bates & Son 

td. 


A newsreel of Conference high- 
lights is to be shown at the mid- 
night matinee at the Odeon, 
Leicester Square. The feature 
film, “Hotel Sahara” will receive 
its premiére. 

Special entertainment has been 
arranged for the ladies. There 
will be luncheon and a manne- 
quin show for 200 at Harrods on 
Monday and at Barker’s on Wed- 
nesday, when they will be wel- 
comed on the Derry and Toms 
roof garden. Members of the 
Women’s Advertising Club of 
London will act as hostesses and 
guides. On Tuesday and Thurs- 
day there will be whole-day and 
half-day outings to Eton, Wind- 
sor. Hever Castle (the home of 
Col. J. J. Astor) and a tour 
through the City of London. 


Hurlingham Pageant 

Lionel Marson of the B.B.C. 
will recite “For the Fallen” dur- 
ing the Hurlingham pageantry. 

Although about 1,200 bookings 
have already been received 
several hundreds more can be 
accepted and tickets will be on 
sale up till Tuesday. 

While visitors will be allowed 
to make their own way to Hur- 
lingham, special transport has 
been organised for the return. 
There will be a choice of three 
routes to Central London. Buses 
for each route will leave half- 
hourly up till 2.30 a.m. 


3 ‘A.W.’ SPECIALS 
WILL COVER 
1.A.C. NEXT WEEK 


ADVERTISER'S WEEKLY 


HREE special issues of ADVERTISER'S WEEKLY will cover the 
International Advertising Conference next week. 

On Tuesday an extra issue will include reports and pictures of the 

opening ceremony to be performed by the Duke of Gloucester and 


of discussions at Monday's sessions. 


On the social side there will be 


news and pictures of the various events, including the reception at the 
Dorchester Hotel on Saturday and the garden party given for dele- 
gates by Mr. Edward Hulton on Sunday. 


On Thursday, the normal issue of ADVERTISER'S WEEKLY will 


devote many extra pages to the Conference. 


There will be reports 


of the main sessions held on Tuesday and Wednesday, stories and 
pictures of the banquet at which the Foreign Secretary will be guest 
of honour on Tuesday, news of the various other social events, and 
cartoons by the well-known artist Poli. 

On Friday the final extra issue will report late Wednesday and 
Thursday business sessions and social events, with emphasis on the 


specialised sessions. 


_All three special issues will give an up-to-the-minute news and 
picture service, with our columnist “Contact” giving pen portraits of 
leading world advertising figures in London for the Conference. 

There is already a heavy demand for these Conference issues— 


especially the extra ones on Tuesday and Friday. 


Everyone will want 


the complete series of ADVERTISER'S WEEKLY specials for they will 
provide a comprehensive and permanent record in word and picture 
of the biggest, most important, event of its kind every held in Britain. 


To make sure you get the full report, place a 
your newsagent now for all our Conference 
Review Number appearing on July 


order with 


19. ” 


All three issues will be on sale at the Conference hall, in addition 


to the usual newsagents. 


Selling price of the extra issues on Tuesday 


and Friday will be sixpence. 
CONFERENCE 


CAMEOS 


The Conference was discussed 
by its president, Lord Mackin- 
tosh, on the television “Picture 
Page” programme last night 
(Wednesday). 

* * * 

Andrew Milne, secretary of the 
1924 Wembley Advertising Con- 
vention, hopes any “Old Timers” 
who have photographs of the 
1924 Convention will send them 
on loan to his office 229 High 
Holborn, W.C.1. The photo- 
graphic collections of the 1924 
Convention of Harold Vernon 
and himself were destroyed in 
the blitz. Mr. Milne hopes to 
mount a photogfaphic display of 
the 1924 Convention for the “Old 
Timers” lunch at Claridges on 
Tuesday, July 10. 

* * * 


Representatives of the Press 
are challenging delegates to a 
bowls match on the Friday. 
Delegates wishing to play are 
asked to contact Jack Bottell at 
Alfred Pemberton Ltd. by to- 
morrow (Friday). (MAY 9851.) 

~ * » 

The Hon. Julius C. Holmes, 
Minister of the U.S. Embassy in 
London, will join the Rt. Hon. 
Herbert Morrison, M.P., as a 
third speaker at the Conference 
Organisation's banquet and ball 
at Grosvenor House on July 10. 
Other speakers will be the Con- 
ference president and the Adver- 
tising Association president. 


There will be organised visits 
for Youth Scheme delegates to 
advertising agencies in London 
on Friday, July 13. 

* + * 


The “Block Registration” ticket 
scheme, started recently to assist 
firms to send a number of their 
staff to at least one main session 
of the Conference, has sesulted 
in over 150 applications for 
tickets, all of which have been 
met. 


* * * 
Delegates xt 
should look _ <n 
for this ADVERTISING 


badge. Its 
wearers are 
members of 
the volun- 
teer brigade 
of couriers, 
counsellors and receptionists. 
* * * 

Time and place of the Incor- 
porated Advertising Managers’ 
Association luncheon at the Con- 
naught Rooms on Wednesday 
have been changed to the Bal- 
moral Room, 1.30 for 1.45, in 
order to accommodate a much 
larger attendance. Getting on 
for 200 have already applied and 
more applications are now in- 
vited. 


. * 

The Advertising Association 
hope to make a permanent re- 
cord of the Conference, to be 
published in the autumn. 

* - * 

Odhams Press are producing 
and giving the souvenir pro- 
gramme for Hurlingham, 
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ADVERTISER'S WEEKLY 


Juty 5, 1951 


Three special *A. we 


Planning Minister Attacks 
British Poster Design 


Hugh Dalton, who had “a song 
in his heart” when Chancellor 
of the Exchequer, is now 
Minister in charge of Local 
Government and Planning. . 

And he has a “chill in the heart” 
—at British ers. 

The Minister boomed this fact 
when opening the international 
poster exhibition at Victoria 
Embankment gardens, London, 
on Monday. Seventeen coun- 
tries are represented in the 280 
posters on show. 

“I hope that we British are 
going to learn much from seeing 
these foreign posters,” said Mr. 
Dalton. 

“I am sometimes chilled at 
heart when I see some of the 
posters in this country. It is one 
of my departmental duties to 
protect the amenities of the 
countryside and to see that the 
eye of the astonished motorist is 
not too much shocked by the 
posters he sees by the side of the 
roads. 

After the opening ceremony, 
Mr. Dalton was asked to “post” 
a poster, drawing on the experi- 
ence which, it was suggested, he 
would have from his early days 
“as a political fly-poster.” 

It turned out that his prowess 
has rather declined and he 
required the assistance of a mem- 
ber of the staff of Walter Hill 
Poster Advertising Co., Ltd. 

The exhibition gives a peep 
round the Iron Curtain. Eighteen 
designs from Czechoslovakia, and 
18 from Poland (all printed by 
the State Printing Works) as well 
as nine from Hungary, are uni- 
formly sombre. 


More Weeklies 
Up To 4d. 


Manchester Weekly News- 
papers—the City News and its 
associated journals—increase their 
selling price to fourpence a copy 
from to-morrow. 

Making this announcement the 
management state: “Peak sales 
during the past six months will 
give Manchester Weekly News- 
papers an A.B.C. figure on the 
35,000 mark and the newsprint 
quota has not yet allowed them 
to reach the nermitted maximum 
size of issue.” 


Unique Exhibition 

For the first time since the 1851 
exhibition in the Crystal Palace, 
Thomas De La Rue & Co., Ltd., 
have gathered all the diverse pro- 
ducts of their company under one 
roof. 

Items ranging from playing 
cards to domestic gas equipment, 
from early postage stamps to 
plastics, are included in the exhi- 
bition which opened at 26 
Conduit Street, on Monday. 


Mills & Rockleys 
Poster Rates Up 


Mills & Rockleys Ltd. 
announcing an increase in charges 
for space and maintenance of 
their poster sites, state this is due 
to “the continuing increase in 
every form of cost.” 

Revised charges will apply as 
from October 1 though orders 
already placed for a fixed period 
will run to expiry. 

New scale of charges will be: 
for not less than 52 consecutive 
weeks, ordinary space, 16-sheet 
d.c., per week 6s.; 32-sheet 12s.; 
48-sheet 18s.; corresponding solus 
space prices will be 7s., 14s., and 
25s. For shorter periods charges 
are proportionately greater. 


ODD SP@T 


Advertising agencies in 40 
countries are being invited by 


pate in a sports tourney—by 
The idea is to increase con- 
enthusiastic 


‘Circulations 
Have Steadied’ 


Circulations have now steadied 
themselves after the recent drop 
that followed the increase in the 
price of newspapers, states 
Viscount Camrose, chairman of 
Amalgamated Press, in his state- 
ment with the annual report. 

It would, however, be a month 
or two yet before the permanent 
effects of higher prices were 
known, he said. 

Periodicals had experienced a 
similar fluctuation. There was a 
sharp initial drop when the news- 
papers raised their prices, and this 
was accentuated in the following 
week or two. There were now in- 
dications of a turn in a more 
favourable direction. 

“It is almost certain that the 
price of newsprint will be jerked 
up by 15 or 20 per cent in July, 
with a possible further increase 
before the year is out,” Lord 
Camrose warns. 

Fears of further increases in 
the price of newspapers were 
expressed by Mr. H. C. Drayton, 
chairman, at the 32nd annual 
meeting of United Newspapers. 

“It looks from now on as if any 
big increase in costs is going to 
be paid, as always, by the con- 
sumer. Whether we will have to 
increase the price of papers again 
will depend entirely on what other 
increases in costs there are going 
to be,” he said. 


issues will cover Conference mext week... 


Factory In The 
Ballroom 


A novel approach to engineer- 
ing exhibitions was provided by 
Enfield Cables Lid., at the 
British Electrical Power Con- 
vention at Brighton. 

This model of their new rubber 
factory at Brynmawr in South 
Wales was arranged as a centre- 
piece in the ballroom of the 
Grand Hotel. Arranged round 
the ballroom was a miniature 
British Industries Fair. Majority 
of the models were working. 


New Heat Sealing 


Material - 


Morane Plastic Co., Ltd., are 
marketing a new heat sealing 
materia] that gives printed articles 
a high-gloss washable greaseproof 
surface. It can be used for 
showcards, catalogues and price 
lists, etc. The material is a thin 
plastic skin that cannot be 
removed without damaging the 
print. 


AMERICA ‘LOVES’ 
BRITISH QUALITY 


Louis deGarmo, president of 
deGarmo Incorporated, New 
York City, is here on a flying 
visit for informal talks with 
British manufacturers. 

the Hyde 


Interviewed at 
Park Hotel, Knightsbridge, Mr. 
deGarmo said: “In spite of war 
clouds, 140 million Americans 
are going to eat and dress, drive 
cars and buy things for the home. 
They can’t always afford your 
prices but they always love your 
quality. Given half a chance 
there are many million Americans 
who will gladly y buy B British.” 


Impact Recorder 

Recorded measurements of the 
rough treatment of packages dur- 
ing travel are now practicable 
through an impact recorder 
developed by the Printing, 
Packaging and Allied Trades 
Research Association. 

The new instrument is now on 
view at the British Instrument 
Exhibition, Olympia. 


DANCING ON 
THE THAMES 


When the Regent Festival 
Showboat “Royal Princess” sailed 
last Friday, the weather was 
grand for an evening on the 
river. The top deck was cleared 
to make a good-sized dance floor 
—which was floodlit at dusk. 
Over 200 members and friends 
danced to the music of the Roaf- 
tonairs band throughout the trip. 
Buffet and bar were situated in 
the gaily decorated saloon. Prizes 
for many competitions and 
novelty dances were presented by 
well-known advertisers. 


Sheffield 
Their Choice Was 


Unanimous 


At the annual meeting of the 
Publicity Club of Sheffield on 
Friday, the following were unani- 
mously elected: President, Lt.- 
Col. Maurice W. Batchelor; vice- 
presidents, J. H. Neill, H. J. 
Staines, and T. E. Townend; hon. 
secretary, J. E. Ortton; hon. 
treasurer, H. E. Boulter; hon. 
auditor, H. H. Altman. 

To fill vacancies on the execu- 
tive the following were elected: 
S. D. Dickson, H. E. Elliott, and 
N. St. Stembridge. 

At the meeting held by the 
executive afterwards, C. J. Stan- 
ley was unanimously elected 
chairman. 


Dublin 
Council Elections 


The following were elected to 
the council of the Advertising- 
Press Club, Dublin: —Chairman, 
F. W. Padbury; vice-chairman, 
W. G. King; hon. treasurer, P. D. 
Rackow; hon. secretary, G. 
Clark; hon. recording secretary, 
Miss M. Fox; S. Suttle, H. Den- 
ham, F. Durley, M. Miller and 
G. Dunne. 
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Jury 5, 1951 


ADVERTISER'S WEEKLY 


‘"FREE ENTERPRISE’ AD. CAMPAIGN LAUNCHED 


£200,000 Outlay 
In First Year 


Two Agencies Will 
Share Planning 


The Institute of Directors is to spend £200,000 during the 
next year on an advertising campaign to influence opinion 
in favour of free enterprise. Dominant theme and slogan for 
newspaper ads. will be “Free Enterprise gives everyone a 


chance—and a choice.” 


The campaign starts this week 
with a full page in Radio Times. 
It will continue with insertions 
in national and provincial dailies 
and popular magazines. 

Later it is hoped to support 
Press advertising with an outdoor 
campaign, using 4,000 16-sheet 
posters. 

The campaign is being handled 
by two advertising agencies, 
C. R. Casson Ltd. and Pritchard, 
Wood & Partners Ltd., sharing 
every phase of the work involved. 
Heading a planning team from 
both agencies is Sinclair Wood; 
C. R. Casson is chairman of a 
joint creative team. 

he appointment of two 
agencies to act jointly is an 
experiment believed to be with- 
out precedent for a campaign 
of this nature, except for 
some campaigns handled by 

agencies for the C.O.1. 

As publicity adviser to the 
Institute of Directors, Michael 
Romain is responsible for liaison 
with the agencies. 


‘Non-Political’ 


Officials of the Institute, at a 
Press conference this week, 
emphasised that the campaign is 
completely non-political. It - is 
being financed entirely by 
industry through the Institute, 
and the fund is being admini- 
stered by trustees. 

No political party has sub- 
scribed or would be allowed to, 
and there has been no contact, 
direct or indirect, with any poli- 
tical party. 

Its aim is a positive one—to 
stress the merits and advantages 
of private enterprise and to stimu- 
late the spirit of personal enter- 
prise in every sphere of industry 
and business. 

It will stress two points of view. 
The idea that free enterprise 
gives everyone a choice will be 
emphasised in the newspaper 
advertisements. Copy for one 
advertisement reads: 

With Free Enterprise you 
choose the goods you prefer. 
With Free Enterprise you 
decide who shall supply your 
food, your furniture, your 
clothes. With Free Enterprise 
the makers of these things, and 
of a thousand others, must 
please you if they want to stay 
in business. That is the system 
we are used to in this country. 
Under all other systems some- 
body else decides what you 
shall have and where you shall 
get it. If you believe in being 
allowed to make up your own 


mind, you believe 

Enterprise. 

Magazine ads., using the pic- 
ture strip technique, wi'l explain 
that free enterprise gives everyone 
a chance to make the utmost use 
of his talents and abilities. 

Results of the campaign will be 
measured by Gallup polls to 
assess public opinion before it 
opens and at a later stage. 

Initially, the campaign will 
run for a year, but it may be 
extended if results prove satis- 
factory. 


in Free 


She Smiles Through 
The Lens 


A fleet of Picture Post camera 
cars is making a 30,000 mile 
tour of the country for the 
Picture Post summer campaign. 
On the cars are large-size camera 
symbols (produced by Pytram of 
Malden), with an “all seeing” 
eye in the view finder and 
tinted photographs of the Picture 
Post Picture Girl smiling through 
the lens. A pennant was specially 
designed for the cars. 

As a mobile medium of pro- 
motion the camera cars are 
proving as successful as the 
Eagle cars which were used by 
Hulton Press to launch that publi- 
cation 18 months ago. 


Summer Contests 


Summer competitions —al] with 
a pictorial interest— are being run 
in three national dailies. 

The Daily Express offers £50 a 
day for the correct matching of 
film stars’ eyes with their faces. 
The Daily Mail gives a daily £20 
for the choice of titles for holiday 
pictures. And the News Chronicle 
has increased the awards in its 
summer photographic competition 
by £100 to £600. 


Tose Tae, 


Jim 


One of the “free enterprise’ ads. for magazines. 


They will use this 


strip technique to illustrate their message that under free enterprise 
everyone has a chance to make full use of his ability. 


BLOCK RACKET 
AGAIN 


Several advertiser corres- 
pondents have called attention 
to the fact that the “block 
racket” is again active. 

The method of approach is 
the same as ever. There is an 


which the advertiser and 
his business are mentioned. 
Should the advertiser show 
interest, it is suggested that 
the article should be illus- 
trated, and he is asked to pay 
for the cost of blocks, at an 
exorbitant price. This charge 
is also deemed to cover the 


positions of this kind should 
consign them to the waste 
paper basket. The fewer the 


“mugs” the fewer the rackets! 


‘Bring Back 
Penny Post’ 


Postmaster-General Mr. Ness 
Edwards is to be asked to intro- 
duce the penny post for letters 
not requiring urgent delivery. 

M.P.s of all parties met at the 
Commons last week to hear Edwin 
Wells, a former postal official and 
founder of the Postal Reform 
League. He suggested the penny 
post for letters posted before 
noon on one day which need not 
be delivered until the second post 
the following day. 

A delegation of M.P.s_ will 
meet Mr. Ness Edwards, but the 
plan has already been rejected by 
a number of his predecessors. 


Paper Prices 
Up Again 


Further increases in paper 
prices are announced this week. 

Pulp prices in the third quarter 
of this year vary according to the 
country of origin. Generally, 
Swedish prices are unchanged, 
but Finnish quotations are higher. 

In addition to the cost of 
fibrous raw materials, paper pro- 
ducers have had to take into 
account increased wages to opera- 
tives, higher prices for felts, 
wires, etc., and virtually all 
equipment used, as well as ad- 
vanced freight costs (writes our 
paper trade correspondent). 

The following new prices, it 
should be emphasised, are mini- 
mum mill charges. 

Esparto Printings and Writings: 
Increased by £5 to £155 per ton. 

Woodfree papers: Increased by 
£8 per ton, bringing printings 
(machine-finished and super 
calendered) to £142; cream laids 
and woves to £147; imitation art 
to £144 5Ss.; and cartridge to £156. 

(The above prices relate to 
quantities of ten tons and over.) 

M.G. Poster: Up by £10 to 
£163 17s. 6d. per ton. 

M.G. Envelope: Advanced by 
£15 to £127 per ton. 

M.G. Unbleached Sulphite: 
Advanced by £20 to £162 5s. per 
ton. The price differential for 
mechanical content in pulp fur- 
nish has been varied. 

Kraft, Pure: Advanced by £27 
to £164 per ton (M.G.) and 
£162 2s. 6d. (unglazed). 

Kraft, Imitation: Advanced by 
£15 to £117 2s. 6d. (glazed) and 
£115 Ss. (unglazed). 

Banks and Bonds: Increased by 
id. per lb. throughout. 


. make sure you get yours on Tuesday. Thursday and Friday 
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Jury $, 1951 


Make sure of your three special ‘A.W. issues next week 
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Biggs, London Press 
Exchange director and Intam 
vice-chairman, has become chair- 
man of Intam Ltd. as from July 
1, in place of Major G. i 
who has been chairman since 
Intam was formed out of the 
former L.P.E. overseas depart- 
ment in 1948. Major Harrison 
will remain on the board of 
Intam. 

* * * 

James Holland is _ joining 
Foote, Cone & Belding Ltd. as art 
director and Rex W as 
senior visualiser. 

Mr. Holland joined Lord & 
Thomas in 1929 and afterwards 
was closely associated with Shell- 
’ Mex, Imperial Airways and 
Stuarts Advertising Agency as a 
free-lance artist and_ illustrator. 
He later became chief designer 
(exhibitions) with the Ministry of 
Information and Central Office 
of Information. 

In 1948 he was appointed 
joint chief designer for the 
Festival of Britain with rank of 
director and was a member of 
the Festival Presentation Panel 
and Design Group. 

Mr. Williams started his career 
with Jaegers of Regent Street as 
a fashion display designer, and 
before the war served with T. B. 
Browne Ltd., after experience as 
lay-out man with Alexander Cox 
Ltd. On demobilisation in 1946 
he returned to T. B. Browne Ltd., 
where for the last two years he 
has been group leader and 
senior visualiser. 

. . a 

At the annual meeting of the 
Fleet* Street Players the follow- 
ing officers were elected: Chair- 
man—F. Griffin, hon. secretary— 
Mrs. G. M. Partington, hon. 
treasurer—Miss Elsie  Spittle, 
committee—Mrs. J. Griffin, P. 
Arnold, Mrs. Joan Farbus, Mrs. 
Ethel Catchpole. 

* * 

After almost 14 years’ associa- 
tion, J. L. Duke has resigned 
from the Stronach agency. Suc- 
cessively account executive, man- 


4 


James Holland 


Rex Williams 
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ager and managing director in 
Bombay, Mr. Duke has been 
director in charge of the London 
office of the agency since the 
middle < 1946. . 


Bernard Kerby has been 
appointed public relations officer 
(Press and radio) to Harry 
Ferguson Ltd., Coventry. He has 
assumed his duties at the London 
office, being responsible for all 
Press and radio work to Noél 
Newsome. Mr. Kerby has been 
with Illustrated Newspapers, the 
Kemsley Group and was P.R.O. 
to the Exide organisation. Re- 
cently he returned from South 
Africa where he was associated 
with Lintas Ltd... ures. 


Miss J. B. Whittaker, advertis- 
ing manager of Beehive Ware- 
house, is joining the Birmingham 
office of Auger & Turner Ltd., 
who are taking over Beehive 
advertising as wom nem Brenan. 

* 


William Veitch, director and 
general manager of Aberdeen 
Journals Ltd., and director, 
Kemsley Newspapers Ltd., has 
received the award of the 
Chevalier of the Legion of 
Honour from the French Govern- 
ment for long standing interest 
and activity in Franco-Scottish 
ie oo 

*. * * 

Miss Edith M., Nowell, media 
executive! and space buyer, and 
L. J. Rawling, production 
manager, have been appointed to 
the board of Austen-Johnson 
Advertising ,. 

+. 


* 
J. C. Taylor, of Maidstone, has 
resigned as manager of W. S 
Bone, wholesale newsagent, to 
take up an appointment as circu- 
lation representative for the 
Daily Herald and Sporting Life 
in which capacity he will admin- 
ister the greater part of Kent. 
* * * 


C. F. Hickey, resident super- 


visor for three years, has been 
appointed advertising manager of 


Miss Whittaker 


Ernest 


Management and staff of Heslock Ltd., the Leeds advertising agency, 
went to Whitby for their annual outing this year. 


Griffin & Spalding Ltd., depart- 
mental store, Nottingham, in 
succession to L. G. Brown, who 
has been appointed to a similar 
post with P. P. Payne & Sons 
Ltd., printed tapes, of Notting- 
ham. 

* * * 

Officers elected at the annual 

meeting of Sheffield branch of 
the Incorporated Advertising 
Managers’ Association were: 
Chairman, T. E. Townend; vice- 
chairman, C. H. Dolphin; hon. 
secretary, R. Russell; hon. 
treasurer, H. E. McGee; delegate 
to National Council, E, Field- 
Phillips. 

- * ‘+ 

H. P. Juda gave a reception at 

his home in Palace Gate, W.8, in 
honour of Louis Fairchild, presi- 
dent of Fairchild Publications 
Inc., New York, and publisher of 
Women's Wear Daily. 

* ~ 


Hugh Auger, of Auger & 
Turner Ltd., returned last week 
from the United States. 

* * * 

P. V. Yates has left Nelson 
Advertising Service Ltd., where 
he has been space buyer since 
August Jast year, and will shortly 
be going to Canada. 

~~ * * 

Brian L. Baker has been pro- 
moted advertisement manager of 
Truth succeeding A. J. Reloh 
who left the company last month. 

* * * 


Dudley Hinks-Edwards has 


joined Power Farmer as an adver- 
tisement representative. 


_ 


if 


Biggs Bernard Kerby 


OBITUARY 
G. Geoffrey Smith 


Mr. G. Geoffrey Smith, a 
director of Iliffe & Sons, Ltd., 
and of Associated Iliffe Press, 
died last Friday at his home at 
Radlett, Herts. He was 60. 

He joined the editorial staff of 
the Motor Cycle in 1904; eight 
years later he became its editor. 

Early in the first world war 
he organised the recruitment of 
over 10,000 motor cycle despatch 
riders, mobile machine-gunners 
and armoured car drivers, in re- 
cognition of which he was made 
an M 

In the inter-war years he 
assumed direction of an increas- 
ing number of. Iliffe journals. 
During the second world war he 
served on numerous technical 
and Press committees, and advi- 
sory panels. 

His elder son, Wing-Cdr. 
Maurice A. Smith, is the present 
editor of Flight. 


R. L. Philpot 


Mr. Russell Leonard Philpot, of 
the London office of The States- 
man, died at Teddington on Satur- 
day, aged 67. As a young man he 
joined Reuters and went to India 
in 1908. When he left in 1923 
he was in charge of their commer- 
cial service. He then joined the 
London office of The Statesman 
and as an advertisement represen- 
tative had completed 27 years’ 
service when in January he 
became ill. 


A. S. Royle 


Space salesman with Edwin 
Greenwood Ltd. newspaper 
representatives: since 1937, Mr. 
A. S. (“Darby”) Royle died sud- 
denly on Monday evening. He 
was 61. 


Samuel Grimshaw 


Mr. Samuel Grimshaw, who 
has been acting as advertising 
manager of Ford Motor Com- 
pany for about a year, died last 
Thursday, aged 60. He had been 
with Ford for nearly 33 vears, for 
most part in the advertising and 
publicity department. 
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Important news for every delegate to the International Advertising Conference— 


A-P 


means business! 


Si 


The Amalgamated Press is the largest 
Periodical publishing house in the world. 
Its many publications are household 
words in every city, town and hamlet 
throughout the British Isles, and their 
popularity, prestige and pulling power 


SUV eeVwerwrre Se SS Se SSS 


A.P. PUBLICATIONS INCLUDE 


MONTHLY 
WOMAN'S JOURNAL 
WOMAN AND HOME 
WOMAN & BEAUTY 

Weldons LADIES’ JOURNAL 
WIFE AND HOME 
HOME FASHIONS 

BESTWAY FASHIONS 
MOTHER AND HOME 
MY HOME - GOOD TASTE 
ARGOSY * QUIVER 
WORLD DIGEST 
WEEKLY 
WOMAN’S WEEKLY 
WOMAN’S ILLUSTRATED 
WOMAN’S PICTORIAL 
WOMAN'S COMPANION 
WOMAN’S WORLD 
HOME COMPANION 
HOME CHAT * ANSWERS 
SUNDAY COMPANION 
CHILDREN’S NEWSPAPER 
PICTURE SHOW - MIRACLE 
POPULAR GARDENING 
ORACLE * ETC. 


+ + + tt tt HH EH HH HH HH HH HH 


are unique among every section of the 
feminine world. It is because A.P. 
publications dominate the Home Market 
so thoroughly and so economically that 
they help advertisers to sell so much 
more, and more profitably! 


A. W. BURNETT 
Advertisement Director 


THE AMALGAMATED PRESS iirp. 
The Fleetway House, E.C.4 
Central 8080 
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July 5, 1951 


Stage Is Set For An 
Historic Occasion 


W HEN delegates from nearly 40 nations walk into the 


Central Hall on Monday for the opening of the Inter- 

national Advertising Conference, the Advertising Associa- 
tion will be celebrating its Silver Jubilee with an event unrivalled 
in the history of world advertising. | Over two thousand adver- 
tising men and women, from countries as different in outlook and 
as far apart as India and the United States, Jamaica and Japan, 
will discuss fundamentals of their job. Their political outlooks 
will differ considerably, but they will have their industry in 
common. 

While it is true that the better distribution of goods, made more 
efficient and economic by publicity in all its forms, can lead to 
world understanding and peace, 
it must not be forgotten that 
advertising is a bread-and- 
butter business. 

No speaker should forget 
that the basic task of advertis- 
ing is hard selling. In recent 
years we in Britain have 
demonstrated to the world how 
economic difficulties may be 
overcome with the aid of 
efficient and world-wide mar- 
keting carried’ out with all the 
resources of modern publicity. We know there were faults in the 
selling methods used in some phases of the post-war export drive. 
Visitors from overseas may be able to spotlight a few of the 
failings of these campaigns, and any advice they offer will be 
welcomed as an invaluable guide to future planning. 

The Conference will culminate in a resolution “expressing the 
advertising industry’s recognition of its tasks throughout the 
world”. It is to be hoped that this statement will give in compre- 
hensive and specific terms the aims and ambitions of a business 
which is playing such a vital part in the economy of the democratic 
world. 

On behalf of British advertising, ADVERTISER'S WEEKLY extends 
a cordial welcome to delegates young and old, wishes them a 
productive, congenial Conference, and a convivial social time. 

It is our aim, as the organ of British advertising, to report the 
Conference in a manner befitting the occasion. Three special 
issues next week—on Tuesday, Thursday and Friday—will provide 
a permanent record of the event in word and picture. 


S75 


@ Change of eteuthate address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


er 


ORECASTS in this column 

that politics will rear its 
head at the International Adver- 
tising Conference will be proved 
correct. 

Speeches will include references 
to General MacArthur on one 
hand and “progressive” govern- 
ments on the other. To this 
extent the difference between Far 
East and deep West will be 
noted, but it is unlikely that 


THREE SPECIAL ISSUES 
of “Advertiser's Weekly” 
will cover the International 
Advertising Conference next 
week. Make sure you get 
YOURS on Tuesday, Thurs- 
day and Friday—at the 
Conference Hall or at your 
usual newsagent. 


international politics will intrude 
to such an extent that the legiti- 
mate bounds of the Conference 
theme are exceeded. 

On the whole, addresses by the 
main speakers promise to be 
constructive and interesting. Not 
only will they tell delegates about 
campaigns in their own countries, 
but many of them will propose 


schemes designed to further 
advertising throughout the world. 
— — —- 


It is expected that some of 
these proposals will be crystallised 
in individual resolutions leading 
up to the comprehensive resolu- 
tion, to be presented on the final 
day, which will reflect the spirit 
and achievement of the Confer- 
ence. Most of the concrete 
proposals will come from British 
aes 


Ra 


EVERAL of the best-known 
British delegates will make 
specific suggestions for the future 
development of the industry. 
There will be at least one 


Scheme has has 


no no future 


scheme designed to improve 
education in advertising in this 
country. Another proposal en- 
visages an international publicity 
organisation. 

These are just two of many 
imaginative ideas which will : 
sprung on the two thousand 
delegates. 

Some of these schemes will 
never again be heard of. Others, 
it is certain, will become perman- 
ent, important features of adver- 
tising. 

—_— — — 

One scheme which, we under- 
stand, will go no further than 
the Press conference at which it 
was mooted on the spur of the 
moment: Lord Mackintosh’s sug- 
gestion that an_ advertising 
scholarship might emerge as a 
lasting result of the Conference. 


<= 


EMBERS of Parliament who 

are delegates to the Confer- 
ence may find themselves in diffi- 
culties. Afternoon sessions will 
suffer by their absence if business 
becomes brisk in the House of 
Commons, 

It is true that calls to the divi- 
sion lobbies come in the evening, 
when only the social events (or 
the M.P.s!) suffer. But it will be 
difficult for M.P.s in advertising 
to absent themselves from West- 
minster if certain subjects come 
up for discussion. 

There is now a possibility— 
despite Government assurances 
to the contrary—that legislation 
for the abolition of re-sale price 
maintenance may be introduced 
during the session. And it is 
feared that it may come in Con- 
ference week. 


_— 


B.B.C. and 
R.P.M. 


— — 

Another parliamentary issue 
vital to advertising is also due 
soon, and it may well arise dur- 
ing the Conference. The Govern- 
ment’s views on the report of the 
Beveridge Committee on the 
B.B.C. are likely to be published 
within the next week or two. The 
report will be debated in the 
Lords and Commons before the 
summer recess. 
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SS first and then the price; the woman 


who admires the gracious but who ais 


Ss admires the practical, too, is the 
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SSS GOOD HOUSEKEEPING to guide her in her “sm 


choice of what to buy... which you 
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can sell and she may well seek... 


...and for such women, there’s 


extra confidence in the fact that all ate 
advertisements are guaranteed eer 
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ADVERTISER'S WEEKLY 


CONFERENCE BACKGROUND—Organised Advertising 


Only a Great Occasion Reveals the 
Basic Unity of British Advertising 


By the Editor of Advertiser’s Weekly 


Organised advertising in Great Britain has an impressive record, 
but there is reluctance to embark on collective action unless this 
is made imperative by force of circumstances. 


RGANISED advertising 

in Great Britain is rather 

like the British Constitu- 
tion. It is one of those intangible 
things that everybody claims to 
understand but few venture to 
define. It is a force to be 
reckoned with, yet has no formal 
existence and no written rules. 

The purpose of this article ts 
first to define, then to describe, 
organised advertising in this 
country, so that British readers 
may be helped to clarify their 
ideas on a subject about which 
there is much loose thinking, and 
overseas delegates to the Inter- 
national Conference may be 
enabled better to comprehend the 
collective character of their hosts. 

Before attempting a definition, 
it is perhaps necessary to state, 
for the benefit of overseas 
readers, that there is in this 
country no federal organisation 
of advertising, no central body 
to which all associations con- 
nected with advertising are affili- 
ated. Even the Advertising Asso- 
ciation does not constitute such 
a body, though it is the nearest 
thing to it. 

Organised advertising, there- 
fore, is a concept rather than an 
entity. It could perhaps be 
defined as: 

The totality of the various 
independent organisations re- 
presenting advertisers, agents, 
media owners, the auxiliary 
trades and specialised services, 
plus organisations representing 
a cross-section of advertising 
interests. 

That this “totality” has never 
taken form as a federation, and 
is never likely to, is a matter of 
deliberate policy. It is a totality 
of independent organisations, 
none of which is willing to 
sacrifice one iota of their inde- 
pendence, but which do work 
together for a number of agreed 
aims, and which can, if need be, 
exert a strong and united force 
for the benefit of the advertising 
business as a whole. 

Only for purposes of a great 
occasion, or to meet a threat to 
its fundamental interests, does 
the advertising business display 
its basic unity. It is organised 
advertising (for example) which, 
acting through the Advertising 


Association as an executive and 
co-ordinating instrument, is 
responsible for the International 
Conference. It was organised 
advertising, standing  unitedly 
behind the Federation of British 
Industries, that met and countered 
several years ago the threat of 
what would have been tanta- 
mount to a tax on advertising 
expenditure. 


* * * 


AVING established just what 

organised advertising js and 
what it is not, the next step is 
to classify its constituent bodies, 
describe their functions, and give 
some idea of their relationships 
to each other. They fall roughly 
into six groupings: 

Cross Sectional—The Advertis- 
ing Association; the advertising 
and publicity clubs. 

Advertisers—The Incorporated 
Society of British Advertisers; the 
Incorporated Advertising Mana- 
gers’ Association; the Incorpor- 
ated Sales Managers’ Association. 

Agents—The Institute of In- 
corporated Pracfitioners in Ad- 
vertuising. 

Media—The Newspaper Pro- 
prietors Association; the News- 
paper Society: the Periodical 
Proprietors’ Association; the 
British Poster Advertising Asso- 
ciation; the Solus Outdocr Adver- 
tising Association; the Master 
Sign Makers’ Association; the 
Electrical Sign Manufacturers’ 
Association; the British Direct 
Mail Advertising Association; the 
Association of Specialised Film 
Producers, etc. 

Specialised Services—The Mar- 
ket Research Society; the Insti- 
tute of Public Relations; the 
British Display Association; the 
Society of Industrial Editors, the 
Incorporated Society of Adver- 
tisement Consultants, etc. 

Ancillary Trades—The British 
Federation of Master Printers; 
the Federation of Master Process 
Engravers; the Display Producers 
and Screen Printers Association, 
etc. 

This list is, of course, by no 
means exhaustive. It omits, for 
instance, the Advertising Creative 
Circle, an association of indivi- 
duals, not of businesses, but one 
increasingly influential. But it 
does include all the major bodies 


of which “organised advertising” 
is comprised, and it does show 
that they represent a great diver- 
sity, not only of function, but of 
interest. Some represent buyers, 
some sellers. Some only are ex- 
clusively concerned with adver- 
tising. Only in so far as it is to 
the advantage of all that adver- 
tising should flourish and be held 
in good repute is there common 
ground. 

It is impossible in one article 
to describe the work of all 
these organisations. Those with 
which we are most concerned are 
those comprising a cross-section, 
because their existence does repre- 
sent a measure of collective 
achievement. 


* * * 


HE Advertising Association, 

as its name applies, is an asso- 
ciation, not a federation. Its mem- 
bership, corporate and individual, 
comprises all sections of the ad- 
vertising business. Formed just 
25 years ago, its aims are: 

1. To safeguard the common 
interests of those engaged in, 
or using, advertising, by pro- 
moting common action and 
instituting protective measures. 

2. To promote public con- 
fidence in advertising and ad- 
vertised goods tirough the 
correction Or suppression of 
abuses which undermine that 
confidence. 

3. To encourage the study 
of the theory and practice of 
advertising and the jmprove- 
ment of its technique by the 
institution of courses of study, 
the holding of examinations 
and awarding of diplomas. 

4. To establish that efficient 
advertising is an essential factor 
in the marketing of produce 
and manufactured goods, and 
in the economic life of the 
country. 

5. To demonstrate the effici- 
ency of the service that adver- 
lising and its associated interests 
can give to industry. 

6. To further the adoption of 
standards of practice in the 
advertising business. 

The Association implements 
these aims in a number of prac- 
tical ways. Its Education Depart- 
ment sets the syllabus and con- 
ducts examinations ffor _ its 
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On this page begins 
series of four articles intended 
to provide delegates to the 
International Conference with 
a background to the British 
advertising picture. 

Though primarily written for 
visitors from overseas, these 
articles constitute a summing- 
up of recent and current trends 
in British advertising that 
Should also interest British 
readers and help to clarify 
their thinking on broad issues 
of policy. 

First, the editor of ADVER- 
TISER’S WEEKLY surveys the 
complex set-up of organised 
advertising in this country. In 
subsequent articles: 


* McDonough Russell, As- 
sociate Director, Pritchard, 
Wood & Partners, discusses 
in provocative style four 
distinct phases in the history 
of British advertising and 
consequent changes in the 
style of advertisement copy. 

*W. J. Leaper, general 

~ secretary, Solus Outdoor 
Advertising Association, de- 
scribes the machinery estab- 

© lished to improve and main- 
tain high ethical standards. 


* Leon Goodman, managing 
director, Leon Goodman 
Displays Ltd., outlines the 
exciting developments in ex- 
hibition display that have 
reached their crescendo in 
the Festival of Britain exhi- 
bitions. 

A further article, by Max 
Ritson, on post-war trends in 
mail order advertising, will 
appear in a later issue. 


diploma, recognised as the hall- 
mark of basic knowledge of ad- 
vertising practice. Its Advertise- 
ment Investigation Department 
deals with cases of allegedly 
dubious advertising, dubious 
media or dubious advertisers, 
and advises members on its find- 
ings. Its Research and Statistics 
Committee sponsors _ statistical 
analysis of advertising expendi- 
ture. It organises advertising 
conferences. It has a Parliament- 
ary and Public Affairs Committee. 
It plays an active part, often 
behind the scenes, in all kinds of 
affairs involving the general 
interests of advertising. 

The advertising club move- 
ment, with its 6,000 odd mem- 


(Continued on page 16) 
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DON’T LIMIT YOUR ADVERTISING! 


--.Fing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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Stuart Mande Advertisement Director, George Mewres Ltd., T« 
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Convention Background—Organised Advertising—continued 


bers, also looks to the Associa- 
tion as its central co-ordinating 
body. Affiliated are 32 such 
clubs, ranging in size and impor- 
tance from the Publicity Club of 
London, with over 1,000 mem- 
bers, to the small provincial club 
with a score or so. Their 
national council, the Club Devel- 
opment Committee, is a standing 
committee of the Association. 
This movement, bringing together 
as it does, throughout the 
country, men and women engaged 
in advertising in its every aspect, 
has great social and educational 
value, and serves also to link ad- 
vertising as a business with a 
number of local communities. 


* * * 


OST of the associations con- 

cerned with advertising are 
affiliated to the Advertising As- 
sociation, but there are excep- 
tions, two of which are impor- 
tant. 

The Newspaper Proprietors 
Association, representing the 
London national newspapers, is 
one. This body does not, as a 
matter of principle, affiliate with 
others, but the newspaper pro- 
prietors as such do give the As- 
sociation powerful and generous 
support, and most of them are in 
membership. 

The Incorporated Society of 
British Advertisers has been 
afliliated. but ‘withdrew several 


Jor Kent . 


years ago, though its relations 
with the Association remain 
cordial, and it co-operates in the 
Association’s educational work. 
The view taken by the Society 
was that it could best further the 
interests of its members, the ad- 
Vertisers, if it maintained a com- 
pletely independent, and there- 
fore unfettered position. 

The 1S.B.A., incidentally, cele- 
brated its 50th anniversary last 
year. It is the oldest British ad- 
vertising organisation, and the 
oldest association of advertisers 
in the world. 

In any discussion of organised 
advertising, the British outdoor 
advertising industry deserves men- 
tion as an example of what can 
be accomplished by united action. 

Inspired by the school of 
thought that regards outdoor 
advertising as an offence against 
amenity, town and country plan- 
ning legislation threatened after 
the war to prove so_ harshly 
restrictive that the whole busi- 
ness would be ruined, and adver- 
tisers deprived of a _ valuable 
medium. Faced by this peril, 
leaders of the industry adopted a 
statesmanlike course. They 
formed a committee representing 
the various poster and sign asso- 
ciations, with other interested 
parties, including advertisers, and 
assisted the Ministry of Town and 
Country Planning in drafting 
me Control of Advertisements 


Regulations implementing the ad- 
vertising clauses of the Act. This 
Committee, now known as the 
Outdoor Advertising Industry 
Joint Advisory Committee, re- 
mains in being, negotiates with 
the Ministry and with local plan- 
ning authorities on the adminis- 
tration of the Regulations, and 
represents the whole industry in 
matters of outdoor advertising 
control. Although it does not 
by any means always get its own 
way, its efforts have proved fruit- 
ful in that control, by and large, 
has not been administered repres- 
sively. 

Each association does, of 
course, make its contribution to 
the “totality” of organised adver- 
tising, but that of the Institute of 
Incorporated Practitioners in 
Advertising—the association of 
the agents—-may be regarded as 
distinctive. The advertising agent, 
in the view of the Institute, 
should regard himself, and be 
regarded, as enjoying professional 
status, and thus under an obliga- 
tion to observe “professional” 
standards of practice. There is 
an Institute code of conduct 
which every member is expected 
to observe. There is little doubt 
that the degree of success 
achieved in raising the status of 
the agents has influenced for 
good vocational thinking in all 
advertising circles, and thus the 
standard of service to advertisers. 
The Institute, incidentally, also 
has its own education courses 
and examinations for Associate- 
ship. 

= a * 


oo necessarily sketchy out- 
line of the ramifications of 
organised advertising makes it 
clear that only within a limited 
sector of agreement can it hope 
to function as an effective force. 

The task for those who believe 
in its potentialities is by persua- 
sion to enlarge the area of agree- 
ment, and thus the scope of 
united action. 

Objectives must exclude any in 
respect of which there are diver- 
gencies of interest, as, for 
instance, the adjustment of 
relationships between buyer and 
seller. 

For a statement of appropriate 
objectives, one cannot better that 
of the Advertising Association 
itself. Much has been and is 
being done, both by the Associ- 
ation and by the _ individual 
organisations, in furtherance of 
these aims, but progress is to some 
extent impeded by reluctance to 
add to the power and responsi- 
bilities of the central body. Much 
more could probably be done if 
the separate organisations, while 
retaining freedom of action in 
their own fields, conceived them- 
Selves to a greater extent as mem- 
bers of a team, and were willing 
to use more freely the machinery 
provided by the Association. 


* * * 


A VALID criticism of organ- 
ised advertising is that while 
its members are quite ready, as 
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the International Conference 
proves, to talk collectively, they 
are reluctant to embark on col- 
lective action, unless compelled 
by force of circumstances. 

It is perhaps significant that 
there is nothing in this country 
equivalent to the Advertising 
Council, which has so _ success- 
fully channelled the public spirit 
of the American advertising busi- 
ness into service to the com- 
munity. This lack is not al- 
together explained by the fact 
that here the Government has 
made itself responsible for much 
public service advertising. 

A public relations campaign 
for advertising has often been 
discussed, and a plan has even 
been prepared by the Advertising 
Association, but this plan is in 
abeyance until after the Confer- 
ence. It is a matter of doubt 
whether sufficient financial sup- 
port will be forthcoming to con- 
duct such a .campaign on the 
requisite scale. 

There is a widespread desire 
for the establishment of an inde- 
pendent research organisation. 
possibly on the lines of the Ad- 
vertising Research Foundation in 
the U.S.A., to promote media 
research on lines acceptable to all 
parties. Such a project, recently 
mooted, was abandoned, partly 
because, with some reason, it was 
deemed untimely, but also be- 
cause the urge to action was 
lacking. 

Organised advertising cannot 
run ahead of its own public 
opinion, but it can already claim 
an impressive record of positive 
achievement. Much has been 
done co-operatively to raise 
advertising copy to a high level 
of truthfulness and integrity. The 
British Code of Standards for 
Advertising of Medicines and 
Treatments, adopted since the 
war and recognised by all the 
major organisations, makes note- 
worthy progress in this direction. 

The “Voluntary Plan” to limit 
advertising expenditure, accepted 
by the Government as an 
alternative to a tax as a 
means of countering inflationary 
pressure, has for some while been 
in abeyance, but can be quoted 
as a notable example of construc- 
tive action to which all parties 
contributed. Incidentally, the 
F.B.1. Joint Committee on Ad- 
vertising that administered the 
plan is stil’ in being, and need 
not always remain dormant. 

The Advertising Association 
itself is an achievement; so is the 
Club Movement. The Audit 
Bureau of Circulations, the Ad- 
vertising Appointments Bureau 
(run on a non-profit making basis 
by a number of associations in 
concert) are further examples. 
United action has countered 
repressive action by the legisla- 
ture. Educational standards have 
been raised. 

The record culminates with the 
International Conference, perhaps 
the biggest achievement of all, 
and one that should spur British 
advertising to further progress on 
the road of collective endeavour. 
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Daily Mirror 
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net sale in 
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What does it all add up to? 


36 


Boroughs 


101 


Counties’ 


208 


Towns 


1.507 


Districts 


all add up to the | 


2.032 


local authorities in which 


(incorporating the Authorised Gazette) 


is the only weekly publication read by every 
chief officer. They know that Is. 6d. every week 
is money well spent on this independent and 
vital paper. 
in its classified pages than in any other medium. 
They are your buyers, and for a full-page rate 


of £30 you can reach them all—every week. 


3/4 Clements Inn, London, W.C.2. 


Telephone: HOLborn 2827. 


They place more advertisements 
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—Advertisement Copy 


British Trends In Copy 
Have Been Decided By 


Economic Pressure 


By McDONOUGH RUSSELL, M.A., A.I.P.A. 
Associate Director, Pritchard, Wood & Partners Ltd. 


copywriting there have been 

four distinct phases, and it is 
interesting to find that each 
upheaval has been caused not 
by any change of heart or 
spontaneous discovery of new 
methods within the industry 
but by the pressure of economic 
necessity. 

The big upheaval in technique 
that ended the first phase—what 
might be termed the coming-of- 
age of British advertising—came 
with the end of the 1914 war and 
the imposition of very harsh 
excess-profits duties. Manufac- 
turers who were making large 
profits during the post-war boom 
and inflation were persuaded to 
invest for the first time in adver- 
tising campaigns rather than hand 
over practically the whole of their 
excess profits to the Chanceller 
of the Exchequer. 

They were far from convinced 
that such an investment would 
bear dividends, but it would be 
financed to a large extent out of 
taxation, and there was no deny- 
ing that a few firms here and 
a good many in the United States 
seemed to find that it paid to 
advertise. They regarded their 
new venture as a_ long-term 
investment in a highly speculative 
stock rather than an immediate 
addition to their sales-force. 

To many of them, the idea of 
advertising was rather distasteful. 
Advertising was often vulgar, and 
one or two of its most vociferous 
exponents had the outlook and 
manners of cheapjacks or fair- 
ground barkers. If they were 
going to advertise at all, the 
captains of industry hoped they 
could do so with at least a 
modicum of dignity. 

Thus dawned the halcyon days 
of the copywriter. His job was 
a delightful literary exercise, and 
one or two of the more astute 
advertising agents called their 
star copywriters “literary ad- 
visers,” and presented them to 
clients with all the empressement 
of a C. B. Cochran introducing 
his singing duck. Advertisements 


I: the short history of British 


became works of literature and 
masterpieces of the typographer’s 
art, and after a while they 
were even profitable in their 
fashion. They must have been 
so, for the firms that advertised 
extensively were clearly selling 
more goods than their less enter- 
prising competitors. 

But advertising was very slow 
in making its mark. A new cam- 
paign would be launched in 
spaces of the largest size without 
even a ripple, let alone a splash, 
on the sales chart to show that 
the campaign was having any 
effect upon the public. 

Advertising was indeed a long- 
term investment, very slow but 
usually sure. To the copywriters, 
so busily polishing up their liter- 
ary airs and graces, such words as 
sales, merchandising, and even 
specific were as outlandish as 
skeletons at feasts. 

- +. - 

HE slump that began in 1929 

put an end to all that. The 
second phase was over and the 
third began. Advertisers, who 
had been purring like pussy-cats 
over the artful alliterations of 
their copywriters, suddenly heard 
news of new American advertis- 
ing campaigns that kept up sales 
while users of old-fangled adver- 
tising were folding their tents and 
stealing into bankruptcy. The 
new advertising was vulgar and 
illiterate and sometimes quite un- 
scrupulous, but it was acting 
quickly and it was selling goods. 
Couldn't the British agencies 
produce copy with the same 
weight of punch? 

They could at least try, and 
we soon began to see the very 
much stronger and more direct 
advertising of the _nineteen- 
thirties. Gift schemes, contests, 
comic strips and_ testimonials 
abounded, and above all there 
was a new urgency in the 
copy, @ more urgent appeal or 
command to “buy the product 
now.” The effectiveness of point- 
of-sale display—already known 
to some _ advertisers—became 
much more widely appreciated. 

But with all this new urgency 


o ‘a aca, 0A. Pee Tat | te 6) en / Se Se eee (oS ia Diaiesteacye - 
7 Me ‘%~* a he ee ee “ 3 a3 a > (oa “ie ee a ern) io | i oe ae eae Hy oa beanie ei 
, 2 7 j ] ; pn oe 
: aes eg. 
- ' 
: rs 18 
; 
: S ee 
i. 
* Dee nr rr 
“ad 
a 
7 
. ° 
| 1 
° 
: = 
wg 
eB 
ey ) 
18) | 
ute : em 
: | a | | 
; ' 
a | 
at iz 
me 
Po 
a . . . . 
: ; : 
7 
1 2 
i | Pe 
: 7 
q a 
ei 
* 
- 
a8 
ote ; i 
ri ee 
px 
: 
xg | ma ee ee reg Se 
5 ot Votan SPENDS yan Rice e 2a 5 ? fo, : 
‘ ” eee PY? gee SRS , es EET reed. 5 be, 
f ; rN ie Se ae sad 
: = eS eS ae ae eh hes Ca Be ya 
as ee ee aie ve 77 TE res ee 
6] M NICIP, “OAR he ' NAL " 
Ve LIFAR jv * eB ee: a 
aneiee. 2 Sou eS SS RY 
‘ pe 4 we eb 
ae IC WORKS ENGINEER | 
Gi J FV J PD, Saath ag hyped eset Py ox: : 
- TURE UN. oo Se eee * seam necaaa Diss 9 
sd . mr oF 
x 
ae 
‘aan 
ae: , 
ot 
co 
ee 
$} 
a . 
- 
bas 
oF 
. 
ie 
ae . 
ay 
i 
TET r 
“ " 
Sn a FO FG ES a 2 i 
iu ae ® s - = 4 4 a - 


Jury 5, 1951 ADVERTISER'S WEEKLY 


‘Drtad Britwh Voge 
Expot bebe at the (fice 
but J tale € home 
at the wecktnd 
to aeally sucy.” 


—-SAYS THE MERCHANDISE MANAGER OF A PROMINENT SAN FRANCISCO STORE. 


Buyers from New York to Sydney tell us this, because 
British Vogue Export Book, the trade voice of Vogue, is their guide 


to good fashion and quality merchandise in the British market. 


Do overseas buyers see your clients 


name in its advertisement pages ? 


There’s no better introduction overseas. 


Published bi-monthly by 


The Condé Nast Publications Ltd., 37 Golden Square, London, W.1. 
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Conference Background—Copy—continued 


came less welcome phenomena: a 
stridence of tone, a lack of 
scruples and a complete abandon- 
ment of credibility that were 
rapidly bringing advertising to 
the point where the products of 
respectable firms were being 
represented by advertisements 
that, a few years earlier, would 
have made the most catchpenny 
vendor of patent medicines 
blench. Cigarettes were adver- 
tised as cures for obesity, and 
preparations that for twenty years 
had been advertised solely as mild 
laxatives were suddenly claimed 
to remove pounds of ugly fat in 
a few days and put an end once 
and for all to rheumatism, 
arthritis and sciatica. 

Instead of being an artistic and 
contemplative literateur the star 
copywriter was now a. shirt- 
sleeved go-getter with a green 
shade over his eyes, a Cigar- 
stump between his teeth, a vast 
collection of comic supplements 
from American Sunday news- 
papers in his bottom drawer, and 
a cynical belief that his particular 
formula could be used with equal 
success and very little modifica- 
tion to advertise anything from 
pearl necklaces to pear] barley. 

Looking at some of the adver- 
tisements that were widely ad- 
mired in the middle ‘thirties one 
is amazed to see what scant 
respect was paid to the merits of 
the product and what vast 
expanses of space were devoted 


to dramatising even the most 
remote advantages one might 
conceivably gain from its cheap- 
ness, the easy terms on which it 
could be bought, or the trumpery 
free gifts that could be obtained 
by buying more of the product 
than one really needed. 

Scores of our largest and most 
respected advertisers seemed to 
have forgotten the possibility that 
people might buy their products 
because they liked them and 
found them good. 

That this forceful yet meret- 
ricious advertising very often 
produced immediate increases in 
sales is undeniable. What would 
have happened if Hitler’s war had 
not come along is deBatable, but 
in one field we did see where 
such advertising led. When the 
cigarette firms declared a truce 
and abandoned gift schemes, the 
most raucous, loud-mouthed 
advertisers were at once aban- 
doned by hundreds of thousands 
of their customers, while those 
who had refused to offer gifts 
and had advertised along less 
hysterical lines were in greater 
favour than ever before. 

* * * 
OWEVER, the war came 
before it could conclusively 

be seen whether the high-pressure 
advertising of the ‘thirties was a 
temporary but very dangerous 
stimulant or.a food that could be 
eaten continually with advant- 
age. And with the war and its 
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THE FOUR PHASES 


The 


coming-of-age period, that closed with the 


end of the 1914-18 war. 


The post-1918 period of boom and inflation, 
when manufacturers spent large sums on adver- 


tising rather than pay 
the 


deligntful literary 


it to the Government in 
s job became “a 
exercise.” 


The period after the 1929 slump, when British 


during disciplined by 
austerity, has become more direct and straight- 
forward, and at the same time more credible. 


aftermath came 
heaval and 
phase four. 

The smaliness of spaces avail- 
able during the war were a 
nuisance rather than a hardship 
since most advertisers merely 
wished to keep their names 
before the public or to apologise 
that their products were hard to 
obtain. 

When goods became more 
plentiful a year or two after the 
war and competitive advertising 
began to return to one industry 
after another, the creative 


the third up- 
the beginning of 


people's problems became acute, 
and they were not eased by make- 


up departments 


three-inch double-column adver- 
tisements at random on top of 
one another like bricks in a wall. 
In such small spaces there was 
no room for the extraneous mat- 
ter so noticeable before the war. 
Advertisers of packaged goods 
that had been scarce or unavail- 
able were anxious to refresh 
readers’ memories by showing the 
package and to make sure that 
they read at least one selling- 
point. For goods such as cloth- 
ing, where the appeal lay mainly 
in their appearance, everyone 
wanted to show the product as 
large as the space permitted, 
which left little room for any- 


(Continued on page 24) 
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Of course you will visit Fleet Street 
and thereabouts... street of ink... and 
news . . . where cables connect with the 
ui'termost ends of the earth. As you look 
ai this picture of A\ldwych and the Strand 
you are facing EAST down towards Fleet 
Street and the towering Dome of St. Paul’s. 


The buildings on the left are the Law 
Courts —in the centre, the world-famous 
“Oranges and Lemons” Church of St. 
Clement Danes. 
end stands a delightful little statue of 
Dr. Johnson; down Fleet Street, om the 
left, is the famous Dr. Johnson's house. 


In the garden at the East* 


The tall building on the right is the 
home of Illustrated Newspapers L4#d., 
INGRAM HOUSE. Conference dele- 
gates coming from Overseas will be interested 
to know that during World War II, despite 
heavy bombing, The Illustrated London 
News was issued each week without a break. 


START your EXPORT DRIVE from LONDON 


Any business man who travels abroad for export orders will confirm that 
wherever he poes he finds The ILLUSTRATED LONDON NEWS. That 
is because this great paper goes in considerable volume—week after week— 


into every country in the world. 


In The ILLUSTRATED LONDON NEWS you can show what you have to sell, 
and with the certain knowledge that your message goes—without waste—to men 
of trade and, most important of all, to men with power to make buying decisions. 


With the exception of “on the spot” media, The {LLUSTRATED LONDON 
NEWS can form the backbone of any export campaign. Many of Britain’s 
most experienced advertisers use it consistently for that very purpose. 


INGRAM HOUSE, 195-198, STRAND, W.C.z. 
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On May 14, 1842, the first issue of The ILLUS- 
TRATED LONDON NEWS was published. Its 
founder was a young printer, Herbert Ingram, a 
native of Boston, Lincs. He had come to London 
and had decided that the time was ripe for the 
public to have a newspaper full of pictures in 
addition to the printed word. 

Each picture had to be drawn by an artist and 
then engraved by hand on pieces of box - wood. 
Captions and articles had to be hand-set, letter by 
letter. A small steam engine powered the printing 
machine. 


The new paper was a success from the beginning : 
26,000 copies of the first issue were sold, and by 
1851, the year of The Great Exhibition in Hyde 
Park, sales reached 130,000 per week. issue 
of March 14, 1863, dealing with the marriage of the 
Prince of Wales, later King Edward VII, numbered 
310,000 copies. Special Numbers in those far-off 
days cost Three Shillings. 

In the year 1879, The ILLUSTRATED LONDON 
NEWS claimed to be the fastest wood-cut printing 
establishment in the world. The Ingram Rotary 
Machine had been invented. It printed both sides 
of the paper at once and turned out 6,500 copies 
an hour. It required only four men to operate it, 
whereas thirty men and five machines were needed 
previously. 

Although photography had been used since 1842 
as a basis from which wood engravings were copied, 
it was not until 1860 that an illustration was photo- 
graphed on to the box-wood and then engraved 
by hand. 


See Hundreds of British and Interna- 
ma tional Advertisers whose products 
are known the world over, use 


THE [ILLUSTRATED LONDON NEWS 
THE TATLER & BYSTANDER 
THE SPHERE 
~ ‘THE SKETCH 

SPORT « COUNTRY 

BRITANNIA ann EVE 


Birthplace of the first 
ILLUSTRATED 
NEWSPAPER 


The advent of “ process engraving was marked 
by the publication in The ILLUSTRATED LONDON 
NEWS of 23rd February, 1884. Halftone blocks 
commenced to appear towards the end of the ‘eighties 
and during the ‘nineties. The success of the half- 
tone process brought into being new Illustrated 
Newspapers, among them The SKETCH, 1893, 
The SPHERE, 1900, and The TATLER, 1901. 

The richness of reproduction offered by the 
photogravure process first appeared in a periodical 
in 1911, when Sir Bruce Ingram, present Editor-in- 
Chief of ILLUSTRATED NEWSPAPERS, caused 
to be installed rotary photogravure printing machines 
whose copper cylinders each print eight pages of 
illustrations and text. 

In the Christmas Number of The ILLUSTRATED 
LONDON NEWS, 1855, the first pictures in colour 
were published. They are crude by comparison 
with the superb art-paper colour of our own time. 

Printing and publishing without a break through 
all the wars of the last century, the passage of time 
and bomb damage in World War II, brought 
opportunity for us to acquire our imposing new 
Headquarters on the site of the old. We are proud 
of our tradition and progressive contribution to the 
technique of our craft. 

In the one hundred and nine years which have 
elapsed since Herbert Ingram (grandfather of 
the present Editor-in-Chief, Sir Bruce Ingram, 
O.B.E., M.C.) first started publishing in the modest 
building shown on the top right, the development 
of the illustrated weekly newspaper, peculiar to our 
country, has grown to be one of the great pillars 
in British journalism. 
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SCREENASCOPE 
STILL PICTURE PROJECTOR 


CONTINUOUS AND AUTOMATIC 


The finest medium for Projected Publi- 
city and Commercial Advertising in 
Exhibitions, Shop Windows, Show- 
rooms, Stores, Cinema and Theatre 
Foyers and all public places, 


LIGHT—COLOUR—MOVEMENT 


Three models available, for Sale or 
Hire, with Time Switches if required. 


SHOP WINDOW — SHOWROOM 
EXHIBITION 


18 Pictures — Transparencies or Slides 
black and white, coloured or stereoscopic. 


OVERSEAS ENQUIRIES INVITED 


“SCREENASCOPE "’ IS A SALES CAMPAIGN IN ITSELF ! 


nie a oe Mrmr FEO 


ee eb att FONE 


— 


Ask for full particulars and demonstration from: 


CRANE AUTOMATIC CO. LTD. 


Makers of Illuminated Signs and Advertising Devices 


HONG KONG WORKS, EXHIBITION GROUNDS 
WEMBLEY, MIDDLESEX 


Telephone: WEMbley 5997 Telegrams: Mutomatic Wembley 
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Conference Background— Copy—continued 


hing more than a phrase and a 
auantiodk: “You'll look better 
in a Windsmoor” “It’s a dream; 
it's Harella” or “The name is 
Crayson.” 

it must be said that copywriters 
and visualisers rose brilliantly to 
the occasion. One could look 
through any agency's guard books 
for those days of 1946 and 1947 
and be proud that such small 
spaces were so sensibly and some- 
times almost magically used to 
convey in a picture and a few 
words an idea that would have 
been considered too complex to 
put into a ten-inch double-column 
before the war. ; 

From the copywriter’s point of 
view the most unwelcome change 
was the need to keep finding 
fresh headlines that were amusing 
or provocative yet at the same 
time informative. 

Advertising had to be much 
more direct and straightforward. 
Humour, always so suspect in 
the U.S.A. and so popular and 
successful here, lends itself ad- 
mirably to small spaces, and it 
was used very well by Guinness, 
Votrix Vermouth, Saxone Shoes 
and others. 


* * * 


HEN larger spaces became 

available it was noticeable 
that scarcely a single advertiser 
indulged in the frantic methods 
of 1939. The soap and detergent 
manufacturers began a big battle 
for sales, and perhaps even for 
survival, but their claims are 
centred on the products and their 
performance, not on imaginary 
ills and bogies that the product 
can banish. In the main, 
advertisers whose goods are 
plentiful have so far tried to sell 
them on their merits rather than 
by frightening or bribing people 
into buying them. 

Apart from the scarcity and 
smallness of - advertising spaces, 
however, the two most noticeable 
post-war phenomena have been 
the growth of government publi- 
city, and the shrinkage and puri- 
fication of proprietary remedy 
advertising. 

How far the advertising cam- 
paigns of the government depart- 
ments and the nationalised in- 
dustries have been successful is a 
matter for debate. The appeal to 
mothers to have their children 
immunised against diphtheria has 
been spectacularly successful, of 
course, and it is said that when 
the campaign was cut down in 
the course of an economy-drive 
some years ago, the effect was 
quickly seen in the medical 
offiicers’ returns. The Ministry 
of Agriculture has done well in 
recruiting temporary help for 
farmers at harvest time, and the 
Electricity Board seems to have 
been so embarrassingly success- 
ful in persuading people to use 
more electricity that in the winter 
months a good deal of dislocation 
in industry is caused by power 
cuts. But other departments 
have perhaps tended to regard 


advertising as a kind of first-aid 
in emergency, and their spas- 
modic campaigns have often been 
too little and too late. 

But the standard of the 
Government's advertising has 
been very high. Really admirable 
campaigns to obtain recruits for 
the Army. the Navy and—per- 
haps the best of them all—for 
the W.R.A.F., have appeared, and 
the strip advertisements for 
British Road Services have not 
only blunted a good deal of 
contentious criticism but have 
succeeded very well’ in making 
the general public aware of the 
scope and ramifications of its 
new servant. The enormous 
growth in social welfare inevit- 
ably creates a need for public 
information and advice, and it 
will be fascinating to watch the 
development of the Government 
information services’ technical 
skill and assurance as they be- 
come more familiar with the 
weapon of advertising, its possi- 
bilities and its limitations. 

The restrictions imposed by the 
newspaper proprietors on copy 
for proprietary remedies are 
Savage or salutory according to 
your point of view. The change 
they have brought about in the 
copy for large numbers of pro- 
ducts is astonishing, and it seems 
at least possible that when the 
protests and the shouting die a 
good many of these advertisers 
will be agreeably surprised to find 
that as well as having clearer 
consciences they have steadier 
sales. The health service will 
eventually do more than the ad- 
vertisement code to damage the 
proprietaries. 


* + * 


OF the future one can say yery 
little. It seems certain that 
advertisements will become more 
interesting when copy-testing of 
one kind or another is more 
widely employed and more wisely 
interpreted, but perhaps the 
change that one could most 
heartily wish to see would be a 
greater tendency to optimism. 

Advertisements should always 
be a little more colourful, a little 
larger than life. Advertisements 
should show, nat drab people in 
average houses, but dream-people 
in ideal homes. The readers of 
newspapers and magazines spend 
about three hours a week watch- 
ing and three days dreaming 
about Hollywood's version of 
America—an imaginary land 
where every home looks as if it 
had just arrived from the manu- 
facturer in a plain van, every 
kitchen has a dozen labour- 
saving devices, and everybody 
dresses in brand-new clothes. 
Compared with these visions, how 
dull and drab most British adver- 
tising illustrations are! 

Our aim for the future should 
be to stop people keeping up with 
the Joneses and start making 
them try to keep up with the 
advertisements. 
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Advertisers in the 


PORTFOLIO OF BRITISH 
CREATIVE ADVERTISING 


ARMSTRONG-WARDEN LTD. 

T. B. BROWNE LTD. 

R. S. CAPLIN LTD... 

CENTRAL ADVERTISING SERVICE LTD. 
W. S. CRAWFORD LTD. .. 

GEORGE CUMING LTD. . 

ELLIOTT ADVERTISING LTD. .. 
EVERETTS ADVERTISING LTD. 

THE ROBERT FREEMAN CO. LTD. 

S. T. GARLAND ADVERTISING SERVICE LTD. 
JOHN HADDON & CO. LTD. 

CHARLES F. HIGHAM LTD. 


LINTAS LTD. oy 


LONDON PRESS EXCHANGE LTD. 


MATHER & CROWTHER LTD. 

CECIL D. NOTLEY ADVERTISING LTD. 
OSBORNE-PEACOCK CO. LTD. 
ALFRED PEMBERTON LTD. 
PICTORIAL PUBLICITY CO. LTD. 
RENSON ADVERTISING LTD. 

STOWE & BOWDEN LTD. 

C. P.. WAKEFIELD LTD. . 

WILKES BROS. & GREENWOOD LTD. 


WILLING’S PRESS SERVICE LTD. 


ADVERTISER’S WEEKLY, founded in 1913, is the only British journal devoted exclusively to advertising news, views 

and methods. It is published at 180 Fleet Street, London, E.C.4 (Tel. Chancery 8844) by Business Publications Ltd. 

Latest net sale (A.B.C. figures for July—December 1950) 8,185 copies weekly. Subscription rates: 52/6 a year 
(55- overseas) post free. Single copy 1 -. 
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BRITISH CREATIVE ADVERTISING 
HAS DISTINCTIVE QUALITIES 


By the Editor of Advertiser’s Weekly 


RITISH advertising is just as much a 
Be of the British way of life as the 

industries it serves or the culture that 
inspires its design and embellishment. 

Although to-day it reveals certain over- 
seas influences, especially that of the 
U.S.A., where advertising is so forthright 
and exuberant, it has retained a distinctively 
British character, shaped by the British 
sense of fitness in relation to function. At 
its best, it conforms to the highest standards 
of British craftsmanship. It is something 
in which we can take justifiable pride: 
something we can display in the modest 
but confident belief that by its study our 
overseas friends may derive pleasure and 
perhaps some profit. 

This Portfolio of British Creative 
Advertising is published by ADVERTISER'S 
WEEKLY as a contribution to the I[nter- 
national Advertising Conference. Its aim 
is to present, in permanent form, for the 
benefit of all its readers and of Conference 
delegates in particular, a representative 
selection of good advertising in Great 
Britain at the present time. 


* * * 


HE Portfolio has been compiled by 

ADVERTISER'S WEEKLY with the en- 
thusiastic co-operation of the advertising 
agencies participating, who responded to 
an invitation to take space so that they 
could present outstanding specimens of 
their current work. Their task, as may well 
be imagined, has been one of considerable 
difficulty. From a mass of eligible material, 
only a few specimens could be selected in 
each case, and the range of choice has been 
restricted by the suitability of advertise- 
ments for reproduction in black and white 
in the space available. It should be 
emphasised that the selection is in no way 
the result of a competition, except in the 


sense that the agents, within the limitations 
of the project, have been judges of their 
own performance. 

The examples chosen can, however, 
claim to represent a cross section of topical 
and typical British advertising, of special 
interest in that they reflect the distinctive 
characteristics of the work of each agency. 
There is evident a rich diversity of design 
and copy style. The Portfolio can also be 
said impressively to confirm the belief that 
the work of the best British agencies to-day 
can fearlessly challenge comparison with 
that of any country in the world. 


dl * * 


'O understand how such a claim can be 

justified, it is necessary to consider the 
factors that have moulded British advertis- 
ing in recent years, and that determine its 
character in 1951. These factors are, of 
course, well-known here, but a_ brief 
outline of them may be illuminating to 
some overseas readers. 

During the war, and for several years 
after, austerity was dominant. Reminder 
or “prestige” advertising, to keep the 
brand name or the name of the advertiser 
in the public mind while the product was 
unavailable or in short supply, became the 
vogue. In this type of advertising, there 
could be no appeal for action. The aim 
was to attract the eye by pleasing design 
and illustration, and to interest the reader 
by informative copy. 

Most forms of media were hampered by 
restrictions on the use of paper, and news- 
papers, because of the newsprint shortage, 
were compelled drastically to restrict the 
sizes of their advertisement spaces. Agents 
were therefore obliged to develop a tech- 
nique of small space advertising, and 
acquired great skill in utilising these small 
spaces to maximum effect. 

Then came a period during which pro- 


duction of consumer goods increased, 
many restrictions were lifted, competitive 
marketing returned, and advertising re- 
sumed its normal function of selling. The 
space position became a little easier: 
half-pages, for example, were again avail- 
able in the nationals. Agents had to re- 
learn the art of creating advertisements 
that were not only exsthetically pleasing 
but effective as a means of persuasion to 
buy. At this stage the influence of 
American advertising, noticeable before 
the war, began again to be apparent. This 
influence, that stressed direct appeal and 
forceful reiteration, helped to correct the 
British habit of understatement, restraint, 
and subtlety of approach, well suited 
though this was to the “prestige” advertising 
phase. 

To-day the effects of the rearmament 
drive threaten a return to austerity, but the 
emphasis is still on selling, except so far in 
a few ranges of products again in short 
supply. The newspaper space position is 
once more acute, so that advertisers 
cannot obtain the frequency of insertion 
they desire, though some large spaces are 
still available. 


* * * 


HE result of all this, of the harsh 

circumstances to which British creative 
men have had to adapt themselves, has 
been better advertising. Adversity, as 
often happens, has taught lessons that might 
never have been learned in an era of freedom 
and plenty. Because it has been so cribbed, 
cabined and confined, advertising has had 
to sharpen its techniques, has been refined 
and enriched. Quantitative limitation has 
resulted in qualitative improvement. 

This Portfolio, incomplete though it 
must be because there are forms of advertis- 
ing outside its scope, provides tangible 
evidence of the truth of this assertion, 
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*) , Breakdown!” 
"Y a & 


What makes 


one home perm 


better than another ? 


You may look surprised, but 80°, of breakdowns are caused by 
faulty tabrication. The applicai.cn of the correct system of 
lubrication is your insurance against breakdowns." 


There is a correct system for your specific needs, why not let a 


Tecalemit Engineer call and, without obligation, discuss your 


lubricating problem with you * 


IT’S THE WAVING LOTION — 


and the Richard Hudnut Creme Waving Lotion is so much 


gentler... and more penetrating... and quicker acting. _ and 


LUBRICATION AND SERVICING EQUIPMENT 


leaves your hair springier, stronger, more healthy — as tests by 


for every Industry 
METERING AND FILTRATION 


TECALEMIT 


a leading American independent research laboratory prove Ny sign The Authority on lubrication 


of frizzy ends, but the softest, most natural looking and easily 
managed curls you could wish for. If you already have plastic 
curlers, buy a Richard Hudnut Rehil Kit. And don’t hesitate to give 


your special friend a Richard Hudnut Home Wave K}t for Christmas 


she'll love it — and love you, too, for guessing right 


! ° NEW FOUR-FOLD ACTION 
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. a 


longer indigestion relief 
i 1 THE LUXURY PS. them Pores tobe ory bndly ro hoe 

Ent : cleanse] wh Rickard Hadew Enriched = > .- ===e 
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WF LA DEVELOPMENT EN 
Se ACID-NEUTRALIZATION THERAPY 


‘We hope you never suffer from indigestion. but if you do. 
BiSoDol Rolimunts will very soor put you mght You see, they 
conta four antacids. scientifically balanced so that when one 
has done its work the next takes over, giving you lasting rehef 
from flatulence, heartburn. indigestion and all stomach distress: 
due to over-ecidity Moreover, BiSoDoL Rollmints only neutra- 
not all the acid, because that would 


rebound causing further pain BiSoDol. Rollmants are so eary 
to take they taste so nice 


° like sweets’ Suck them slowly so that new 
your stomach receives the antacid 
the way it should —a litle at « 


vent indigestion, too. TRY THEM! = |). per roll from Chemists. 


Greatr salesmanship . . . it’s a phrase in constant use at 
Armstrong-Warden. The reason is that every copywriter and all the senior visualisers have had direct 
selling experience, and, consequently, think as salesmen. What an advantage this gives the agency in 
selling clients’ products ! To have suffered consumer resistance and learnt how to overcome it is priceless 
experience. This salesmanship is directly reflected in all creative work. From the persuasive, factual 
approach in the feminine field with its “* gossamer touch ™ to stark technical facts for the engineer and 
“down-to-earth ” information and advice for the farmer, practical selling experience finds its 


expression. Likewise a sincere and friendly exposition of the therapeutic virtues of a new 
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** flavour-behaviour 


THAT'S WHAT MAKES ROYAL SEAL 
SUCH A GOOD PIPE TOBACCO 
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TH pce aoie prior 


antacid tablet creates confidence in the mind of the indigestion sufferer. 

In the highly competitive fountain pen market, it is sound selling to remind the prospect 
that the first and foremost function of a fountain pen is to write and to suit the hand of the writer. 
Because we “ taste with our eyes” visual salesmanship is employed to publicise soft drinks 
and a strong sensory appeal to wean the smoker from his customary brand. Thus is “ creative 

salesmanship ” the backbone of advertising campaigns for Armstrong-Warden clients 


in upwards of sixty distinct trades and industries at home and abroad. 


ARMSTRONG-WARDEN LTD 


Incorporated Practitioners in Advertising 
APFILIATEL AGENCIES IN THE PRINCIPAL COUNTRIES OF EUROPE ALSO IN AUSTRALIA, BURMA, 
CANADA, INDIA NEW ZEALAND, SOUTH AFRICA, UNIT'D STATES OF AMERICA AND SOUTH AMERICA 
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advertising to be profitable ! 


When it’s an 


occasion... 


MOSS BROS 


“@ Lodge Plugs for your car 


- ganar 


as used so successfully 


in Motor Racing* 
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The experts choice to woerisire engine perlormence 
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There's no need for YOU to stand on your head to produce Advertising that gets results, 
when you can consult T. B. Browne Ltd. Whatever your advertising problem, T. B. Browne Ltd., 
with their unrivalled experience of every ‘market’, their facilities for every form of publicity, and 
their high degree of creative ability, can plan, create and produce ‘Profitable Advertising’ for 


you—as they are doing for a large number of National Advertisers to-day. 
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ley. ¢. 
onfidence 
SH. Integrity 


On such attributes great businesses are built. 
That we enjoy a reputation for consistent personal 
service and close attention to the individual needs 
of our clients is proved by the fact that we have 
been entrusted with the advertising of some of 
our principal clients for over twenty years. 


Juty 5, 1951 


There is no facet of publicity beyond the scope 
of our handling, and we shall be proud to advise 
you on any problem. 
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AU thats best in Britain... 


Once a vear the High Street goes guy stalls with bright awnings, 


booths and roundabouts make therr appearance, and after dark the normally quiet pavements 


are alive with whirling lights, laughter and music The Fair has arrived! 

Here is a scene a: old as our country’s history and ax typical of our way of life 
as the craftsmanship that goes into the products of the Standard Mowor Company , 
represeming as they do im every detail of their dengn * all that's best in Britain.” 


COvNTAY 


STANDARD CARS - TRIUMPH CARS - 


eee i? by Rigi 
GEORGE CUMING LTD 


ce 


Advertising Consultants — 
35 Davies St., London, W.1 
Tel : May 4736 a 
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Creative Craw fords 


Verbally, and above all visually, Crawfords 
as an organisation have in a quarter of a century 
achieved new standards of creativeness. In 
typesetting, in presentation, in the use of 
words, in art work and in technique they have 
sought far and wide for men of genius and 
talent who would advance and invent ‘ the 
creative advertising idea ’. 

But Crawfords have always had this in 
mind—that ‘creativeness’ extends far beyond 
the frontiers of the newspaper or poster area. 

Creative advertising gives birth to habits, 
tastes, fashions, ideas, education—among the 
millions. Therein lies the true creativeness 
of advertising and the foundations of immense 


businesses. 
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Obes 


ALL OVER THE WORLD 


j OS™ 
—“% fj 


The examples shown on these two pages 


are naturally only a minute selection from the 


; 

a 
; 
w ; 


work which is currently produced by 
Crawfords for their eighty national and inter- 
national clients. 

The two top examples are of posters. The 
others are single advertisements taken from 
newspaper campaigns embodying a continuous 
theme. The repetition of the theme is an 
important factor in creating a state of mind 
in the public which leads to a buying habit. 

Crawfords, though a complete and intensely 
complex international organisation, covering 
every field of advertising service, always give 


first place to the creative element. 


W. S. Crawford Ltd 


Craw fords 233 High Holborn, London WC1 


Telephone : Holborn 4381 
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Half Page, Daily Express 
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\ ~~ it be wonderful to be given a watch this 


Christmas? Come to think of it, wouldn't it be wondertu 


HOW AND WHY Accurist watches are 


en ae The answe - pervade nde A 


so beautifully right! 


to give a watch—to yourself or someone you love”? A 
watch you're proud to give or own, a watch of such 
precision it will never let you down In other words, an 
Accurist. The Accurist range, at prices from £8. 15. Oto 
£120, is sure to include just the watch you want 


Expert help in choosing the perfect Christmas gift 


csarve vow Accwist Watch 


The Accurist Guarantee 
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jredas 
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Full Page, Picture Post 


‘ims"_ 5, | Condition counts! 


Colour Page, Woman's Pictorial 


There's nothing to equal 


payers 


IF 1T SHRINKS WE REPLACE 


Daily Bob Martin's—doggy good health 0 =@.. 


A GOOD AGENCY BY ALL ACwENNTS 


What do you want (vorvinie Wes ill oa 


from an advertising agent ? Fs 


Is this your answer ? 

(A) Results. Now. 

(B) Advice. For the future. 

(C) Frank and friendly co-operation. 


We think we offer all that. 


EVERETTS 


10 HERTFORD STREET LONDON WI 


A GOOD AGENCY BY ALL ACCOUNTS 


Quarter Page, Tatler 
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Not every 


local boy 


Is Rheumatism 
hereditary? 


THE ROBERT 
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Some of the Advertising prepared b: 
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FHE ROBERT FREEMAN COMPANY LTD. 
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Chad Valley ° 
Stuart C04The, AR 


A few specimens of advertisements pro- 
duced for some of our numerous clients 


ADVERTISING 
MARKETING 
SALES PROMOTION 
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Since 1942 the advertising 


for Immunisation Against Diphtheria 
“|... possibly the most demonstrably 
successful of all recent official 
publicity campaigns” (sce overleaf) 


has been prepared by 


The S. T. Garland Advertising Service Limited. 
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In 1942, when the previous annual average mortality from Diphtheria was 2,800, 


Garland’s took over the advertising for Immunisation with “immunisation before the 


child’s first birthday” as the objective.* 


An extract from the Annual Report “ The campaign to secure the immunisation of children against 
of the Central Office of Information diphtheria, directed by the Ministry of Health and the Department 
1949-1950 of Health for Scoiland, is possibly the most demonstrably 

successful of all recent official publicity campaigns. In the ten 

years from 1931 to 1940, there were on the average about 

2,800 deaths annually from diphtheria in England and Wales. 

In 1940 itcelf there were 2,480, and in 1941 there were 2,641. It 

was in that year, 1941, that the publicity campaign opened. The 

number of deaths since then has followed this sensational course : 


1942 - 1,827 
1943 - 1,371 
1944 - 934 
1945 - 722 
1946 - 472 
1947 - 244 
1948 - 156 
1949 - 85 


(In Scotland deaths fell from 518 in 
1941 to 14 in 1949.) In the same period the number of original 
uncorrected notifications of diphtheria has steadily fallen from 
about 55,000 a year to 5,000. It would have been impossible to 
achieve such results unless publicity had brought home the need 
and made known the opportunities for immunisation. Indeed, 
about half the mothers who had immunised children under the 
age of five* said in the course of a survey that they had been 


caused to do so by publicity.” 


THE S. T. GARLAND ADVERTISING SERVICE LIMITED + 52 MOUNT STREET * LONDON, W.1 
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In 1950 ° 


the mortality from diphtheria 


was 49-2.592 less 


than in 


1941 


* provis onal f.gure 
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Since 1922 


Garland’s have been preparing 
successful advertising 
and to-day 


are handling publicity for... 


H. M. GOVERNMENT (Diphtheria Immunisation) 
BERRY'S ELECTRIC LIMITED (Magicoal Fires; Water Heaters) 
THE BOWATER PAPER CORPORATION LIMITED (Paper and Board) 
COLEMAN AND COMPANY LIMITED (Vitacup Food Drink) 
THE CURTIS DISTILLERY COMPANY LIMITED (Curtis Gin, Wines and Spirits) 
J.C. & J. FIELD LIMITED (Field's Lavender Shampoo) 
FISHBURN PRINTING INK COMPANY LIMITED (Pria‘inz Inks) 
POWER JETS (Research and Development) LIMITED 
. J. REUTER COMPANY LIMITED (°47//° Eau de Colognes and Toiletries) 
ROWNTREE AND COMPANY LIMITED (Fruit Gums and Pastilles) 
| owe ARS AND WELLS LIMITED (Retail Furs) 
TATTOO COSMETICS LIMITED (Lipstick - Nail Enamel - Powder - Rouge - Mascara 
Quickies Cleansing Pads - 5-Day Deodorant Pads) 
TRINITY HOUSE (Pilotage Department) 
THE WASTE PAPER RECOVERY ASSOCIATION LIMITED 
JOHN WILKINS & COMPANY LIMITED (Elec tro-plating) 


WITCHAMPTON BY-PRODUCTS LIMITED (Witch Firelighters) 


Jury 5, 1951 


The S. T. Garland Advertising Service Limited 


HOME AND OVERSEAS PUBLICITY TRADE AND PLE RELA “Ss PACKAGING, DISPLAY AND EXHIBITIONS * MARKET RESEARCH 


32 MOUNT STREET - MAYFAIR - LONDON - W.14 


10 lines) - 1 4 / P':one, London » Cables: Garlandads. London 
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FIFTEEN YEARS AGO ACROW ENGINEERS consisted of two men, one hundred pounds and an 
idea. Today, Acrow is a household word in the building and civil engineering industries of 
five continents. Having been associated with the advertising of Acrow products since their 
inception, we are permitted to regard ourselves as having assisted substantially in this notable 


achievement and to cite it as illustrating the type of clientele we at Renson are especially well 


equipped to serve; namely, firms with first class products in the technical field who believe that 


the success of their advertising depends on its being conceived and carried out by specialists 


who thoroughly understand the technical mind. 


RENSON 


ADVERTISING LTD. 


REGISTERED PRACTITIONERS IN ADVERTISING 


Managing Director: AUBREY KOFFMAN, B.Sc., A.I.P.A., A.M-Inst.C.E. 
SPECIALISING IN TRADE & TECHNICAL ADVERTISING 


16 ALBEMARLE STREET, PICCADILLY, LONDON, W.1 : REGENT 1601 
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HADDON (J.) HITS 61 
IN FLEET STREET 


SCORES” 


“IT’S THE EXPERIENCE THAT 


Publicity being the business in which one never stops learning, Haddons 


| 
‘ in | THE SNOWCEM CA 
are delighted to admit that they have been at it since 1890. . . and that they | wo Bam 
" 7 a x tes OFFICES OF THE HULL DISTILLERY CO LTD 
have learned a lot during their first 60 years as an Advertising Agency. Ts SALTEND © HEDON - HULL 


Above all, we claim to have learned how to get results—the results the 


advertiser wants—without fuss, friction or any sort of flummery. In short, 


how to be an Advertising Agency that works. 


Apart from that, the thing which matters most to those who employ an 


Advertising Agency is what sort of people they are dealing with. And there 


DEFYING PUNDITS ; 
WE SHOW :— weathered three wars, and all sorts of | 


a lot to be said for a firm which has 


} Bright exteriors of factory and office 


economic crises (none of our own making!), 


buildings promote the prestige 


shrewdly handled many millions of other industrial concern. The clean architectural 
te 7 a d iines of these offices and houses of the 
people’s money, and is today an active Hull Distillery Co Ltd. have been em 
» , ° a i = A phasised by the recent application of white 

promoter of good ethics in the profession. and erean Saewoen 


This was applied to brickwork, the first 


at by brush and the second by spray 


Haddons can boast (and hereby does) of having _SNOWCEM WATERPROOF nn ni 


- been honourably engaged in business since 1814 Decorates and Protects at low cost 
3 : ~ . THE CEMENT MARKETING COMPANY LTD. 
So, in defianc ¢ of the wags and pundits who abound Portland Mouse, Tothill Street. London, SWI Tel ABBey 3456 
+ and the envious?) in our present profession: our 5 sania peaaian platen eine gra Dade eae Aare, eee tao A 
~ picture shows Mr. Joun Hanpon of Naseby. en —— 
: Printer, b. 1785, Haddons’ Fou Tr. , . . 
3 786, Haddons’ Founder | NO ART, EXCEPT ...the art of talking to 


lrade readers in their own “language’’. (Here, 
it’s a case of cementing good relations! 


(QUANT. SUFF. 


Quantum sufficit, (enough 


Sensible Sue know s whal to do.. 


and no more) as the prescriptions 


say, we take our own medicine 


i.e. advertise ourselves. 


it’s not like us... 


For Haddons is an Advertising 


| Agency that prides itself on 


ttin: re ts — H For clo tt Y 
ge ig sul for others — she lightens her work pcm ae Pop ern 
beats Anglepoise. Every detail 

i : with a wo | lam ; iol, fo 
without ostentation . . . a wonderiul lamp i shown ia high relief from 


I Wonderful for relaxed comfort in reading, writing or any occupation 
n other w oat needing concentrated light. Takes any one of 1001 angles, at a finger touch 
ords, ~ Advertising light on the object mor in your eyes. Saves current — needs 25 or 40 


watt bulb only. From {4.19.6 (inc. p. t.) in black or cream-and-gold 


Agency that works. That is All electricians of stores. Par. all countries 


ee “TERRY Z ype LAMP 


Sole Makers: HERBERT TERRY & SONS LTD, REDDITCH 
LONDON MANCHESTER BIRMINGHAM 
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Have @ 


cAPsTAN 


- made to make tnends 


At Bristol, and the Oval too, every cricket 


spectator sees this—at least, it’s on the cards .. . 


OUT OF THAT WORLD 


Recipes no British housewife would have 


time to carry out ‘even if she could get the 
ingredients). 

Homes no one’s ever seen except in Techni- 
color. With glossy occupants to match. 

Things said that simply aren't. And goings-on 
that simply don’t. 

That Never-Never Land which no one, least 
of all the men who make it up, believe in... 

Haddon men are well out of that world. 
Haddon Clients, t 


| they 
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Calls for Display 
of Haddon sense 


If this portfolio is to give Britain a 
good showing it must show good sense 
in advertisements. More than anything 
else; because that is British Advertising 
at its best. 

Haddon sense is good advertising 
sense plus good sense in advertisements. 
So, for us, this occasion is just one 
more call for a display of Haddon 
sense in advertising. 

Does that mean no pretty girls, no 
comedy, no sentiment (and no strips)? 
But 
these diverting 


Of course not. it means not 


allowing things to 
divert the eye from the target—own 


eye, Client’s eye, or the public’s. 


Of course we hope you will like the 
small Haddon 


displayed here . 


seven advertisements 
..not because they 
knock you all of at heap, but because 
will strike you as displaying 
“good advertising sense, good sense in 
advertisements”. 


| 


ILLUSTRATING 


an Isthmus in Istanbul 


Guwenatiy, these wo do exactly as they 
please and if someone tries to stop them they 
go away and do it somewhere else They keep 
this up for fifty or sixty years. In that time 
there as really no excuse for not helping them- 
selves wo straighten out their Survey problems 
vith Williamsons Aur Survey Equipment 


Manufacturing Company Limited 


Photographic Engineers 
LONDON 


mpany of Canada lid Toror Canada } 


Every meal 


JOHN HADDON & Co.Ltd. * 


Incorporated Practitioners in Advertising 


11-12 SALISBURY SQUARE - 


Telephone: Central 8156 
Also at 159 GREAT CHARLES STREET 


LONDON - EC4 


* BIRMINGHAM - 3 


a square meal ses 
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ueeeee sory a thar ay 


j a3 3 


A Matter of 
Life and 
Death 


Trterecses x: 


~ 


Te “7 -w 


RSPCA night service 
_ - — 


Press advertisement for the Royal Society 
fogthe Prevention of Cruelty to Animals. 


Cosmetic pack labels for Katherine Parr 
of London. 


Window unit for Aerolineas Argentinas (Argentine 


Airlings). 


4 


Paint pack label for Lewis Berger 
& Sons Ltd 


Magazine advertisement in colour for 
the Dunlop Rubber Company Ltd. 


Label design for Cooper 


McDougall & Robertson Ltd. 
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THE CHARLES F. HIGHAM agency, by virtue of 
its organisational structure, is able to place at the 
disposal of a// its clients the whole of the creative talent 
of the Company. In consequence the collective ability 
of 62 highly experienced executives, designers, writers, 
artists and typographers is always at the service of every 
one of our ninety clients regardless of their size or 
appropriation. The effectiveness of this policy from a 
client viewpoint, and the extent to which it is success- 
fully applied by us, may be judged from the variety and 
quality of the few examples set out here. 


~ : 
a f POR NERSATIONY wrcieee 


Brochure for Tractors (London 


Ltd. 


fhe segmature of style om clothing 


Magazine advertisement in colour for 
the Dunlop Clothing Division 


Pack labels for Lifeguard (Garage 


Paints). 


Products 
Ltd. and Sir W. A. Rose & Co. Ltd. (Domestik 


Wool container for Carter & Parker 
Ltd. (Wendy wool 


Catalogue for the Dunlop Footwear 
Division. 


a | 


Cut-out showcard in colour for 
Cooper, McDougall & Robertson 
Ltd. 
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> WERPONS 
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DIRT MEANS DISEASE 


Poster in colour for the British Tourist & 
Holidays Board Hygiene Council. 


Detail from a Higham house publication. 
Whimsical allusion to Booth’s Gin 


Poster in colour for the Min. of Agr. & Fisheries. hae : ; 
Crown Copyright Reserved. Reproduced by Brochure for University Tailors Limited. 
permission of the Controller, H.M. Stationery 

Office. 
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Ah oer Show, youll seer x 
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The Worl Master Tyre- 


SSASaSS ad . | Showcard in colour for William 


Zt — 2 ~ =¢ Sanderson & Son Ltd. (Vat6g 
Whisky). ; 
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Hett-pese National Press advertisement in two colours for the Dunlop 
Rubber Company Ltd. 


The Charles F 


HIGHAM 


Organisation 


Chairman : Sir Patrick Gower, K.B.E., C.B.,C.V.0. Managing Director : Hugh M. Thornborough 


HIGHAM HOUSE, CURZON ST., LONDON, W.1 


Tel: MAY fair 7282 (17 lines) 
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DVERTISEMENTS SELECTED FROM NATIONAL CAMPAIGNS 


CREATED BY 


LINTAS LIMITED 


LONDON 


Accounts include 


ASTRAL CREAM + ASTRAL SOAP + ATKINSONS COSMETICS 
BIRDS EYE FROSTED FOODS + CALIFORNIAN POPPY 
COROSHAVE + DAYTIME PERFUME 
EASY SHAVING STICK + ERASMIC SHAVING STICK 
ICILMA SHAMPOO - LIFEBLOY + LIFEBUOY TOILET SOAP 
MAC FISHERIES + NUTRILINE HAIR DRESSING 


“Orange baskets wth Walle tyr me . POEM + PURITAN SOAP + QUIX + RINSO + SPRAYGLOSS 
Theyre simply delierous a9 you can see !* 
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“Wally alone is go a004 to eat - p SPRY + GIBBS S.R. - STORK MARGARINE - SUNLIGHT SOAP 
With Walle a pudding becomes a tat / 
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“Now for a sweat trate really ay TRUFOOD + VIM +» WALLS ICE CREAM 
+ ave Walls with fruit -thate what | say’ 

A family beck is what | by 

tp nourishing -thats one feason why - Technical 

it makes swesle beties in Gay eas ‘ 

les such 2 help on bugy days /” = 


ADVITA BRITISH OIL AND CAKE MILLS 


Se eT 


C.B.C,. SERVICE BAKERY + CONTAINER RECOVERY SERVICE 


CROSFIELDS TECHNICAL SERVICE - HEWTHORNS 


INDUSTRIAL SOAPS LTD. + METSO + STELLA - SYMBOI 


vant 
wastung up Detter than anything 
Tents have fal 


grease 
crockery and glassware clean and sparking 

Your hands - che hands that work so capetiy and lovingly Wo make yours 
@ real home ~ deserve the gentle care of Quix 
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Dew can have 
real Salon Beauty with 


ATKINSONS COSM — 


The moment New Rinse touches the water, the liveber 
necher lather springs straght into acuon Such deep, safe. soapy 
suds! They dart and ast and Jaxt to de more work than ever — te 
give things an extra ‘fresh-aur’ whiteness that's astonmhung to see 
Coloureds as well as linens look so fresh and cared for, 

feel so naturally soft — the new Runso lather gives the cleanest, 
weetest wash ever 


eT 


SALON COSMETICS FROM ATKINSONS OF OLD BOND STREET 
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—aten nes RINSO crrice: 


¢ New Y Sunl ight 


x* youl << 


COMPARE AMAZING NEW 
SUNLIGHT WITH ANY SOAP ~ 
YOU HAVE EVER USED! 


LINTAS LIMITED - 419 OXFORD STREET - LONDON W.1 
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The Export and Overseas Division of Lintas London creates advertis- 
ing for sixty-five separate export markets. There are also fifteen Lintas 
agencies actually operating in the countries whose markets they serve. 

Lintas services include press advertising. radio, advertising and 


documentary films, display. posters. direct mail and public relations. 


LINTAS 


LINTAS LTD, LUNDON LINTAS LTD. BOMBAY LINTAS S.A. BRUSSELS LINTAS LIMITADA, BUENOS AIRES 


LINTAS LTD. (OP ENHAGEN ~ LINTAS LTD... DJIAKARTA LINTAS LTD. DURBAN LINTAS GmbH. HAMBURG LINTAS OY, HELSINKI 
LINTAS SaR.L, MILAN - LINTAS do BRASIL LIMITADA, SAO PAULO LINTAS NV. SCHIEDAM ABR LINTAS LTD, STOCKHOLM 


LINTAS PTY. LTD... SYDNEY - LINTAS PTY. LTD. WELLINGTON LINTAS AG. ZURICH 
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Amy 
Battery 
Beer 
Biscuit 
Cigarette 
Corset 
Cosmetic 
Chocolate 
Dent: /rice 
Pood Drink 
Gras 

Mair 7 onic 


Ensecticide 


0 on ows Ww WwW 


Bnsurance 
Ban 
Motor Car 
Dvenware 
Paint 
Rubber Sole 
Stocking 
Soap 
Self-raising Flour 
Shirt 

Shoe 
Tobacco 
Toothbrush 
Tele: TAY 


Vitamins 
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“SPERSUL SULPHUR spe ay 


World advertising for the 
Festival of Britain has been 
conducted by the London 
Press Exchange Limited in 
association with Intam Ltd., 
one of the L.P.E. Group of 
Companies. 


Specimens of advertising prepare d by che LONDON PRESS EXCHANGE LTD., 110 St. Martin’s Lane, London, WC2 
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International campaigns, directed from London, are currently appearing in 48 countries 


The Overseas Division of Mather & Crowther Ltd. 
operates from Oslo to Johannesburg and from Frankfurt 
to Rio. Advertising all over the world is co-ordinated in 


London and executed in most countries in co-operation 


with Associate Houses. 


Mather ‘¢ Crowther Ltd. also 


provide in London a full service of Market Research all 
over the world, and maintain their owa Overseas Media 


Department. 
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and gravies, too. 

And don’t forget! There are no 
less than nine mouth-watering 
flavours to ring the changes on. 


with a real country-kitchen 


__ flavour 


Samingtn 


Tomato + Ox-tail - Kidney - Green Pea 
Celery - Mulligatawny - Hare - Pea 
Mock Turtle 


W. SYMINGTON & CO. LTD., MARKET HARBOROUGH, LEICESTERSHIRE, ENGLAND. 


AGENTS: Messrs. Harrison & Hughson 
Southern Rhodes: 


ia ; also at: P.O. 


Agencies) Ltd., P.O. Box_s08, Salisbury 
hern Rhodesia. 


261, Ndola, Nort! 


Clients we serve overseas: 


Aga Heat Ltd. Aidas Electric Ltd, 
B.S.A. Cycles Ltd. 
Genstosan Ltd. H.P. Sauce Ltd. 
Southalls (Birmingham) Ltd. 
Exchange Ltd. 
W. Symington & Co. 
Trans-Canada Air Lines 


Ltd. 


Trans 


Commonwealth Government of 


World 


Anglo-Iranian Oil Co. Ltd. 
Australia 
Ronson Products Ltd. 


South Atrican Co-operative Citrus 
Sugar Manufacturers Association of Jamaica 


Ltd. 
Products Ltd, 
Airlines, 
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Inc. 
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MATHER & CROWTHER Ltd., L.P.A. 
Overseas Division 


Brettenham House, Lancaster Place, Londc n, W.C.2 


Telephone: ‘TEMple Bar 3411 (15 lines). Telegrams: Synopsis Rand London 

ASSOCIATE HoUsES IN Belgium Denmark Fire Finland France Germany Greece Holland Italy 

Norway Portugal Spain Sweden Switzerland Egypt Israel * Australia Canada New Zealand 

Smth Africa india Pakistan Burma Malaya Phalippines Argentine Brazil Chale Cuba 
Menaco * USA (Hewitt Ogiley Benson & Mather Inc. New York 
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When a layman says ‘ That’s a good 
advert’, he means he likes the look of it . 
When an advertising man says * That’s a 
«ood ad’, he means it has certain technical 
qualities of which he approves. But the 
only real criterion of a‘ good advertise- 
ment ’ is whether it succeeds in its pur- 
pose whatever that may be. The dozen 


O.P. advertisements reproduced here 
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have been selected because we think their 
presentation interesting and because they 
fit the shapes provided in this gallery. 
Obviously many notable O.P. clients are 
not represented, including several whose 
names(suchas Aertex, Macfarlane Lang, 
Spillers) are household words, and whose 
advertising is very good indeed, measured 


by the only yardstick that matters. 
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Alfred Pemberton Limited 


93 Park Lane, London, W.1 


INCORPORATED PRACTITIONERS IN ADVERTISING 


All advertising tends to look pretty grim jammed cheek by jowl with its neighbour; ours is no exception. In 


their natural setting, however, each of these advertisements, posters and display material can claim their share of 


success. Advertising should need no explanation, so these examples are presented with the minimum comment. 
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Simply write why BISTO 
is your favourite 
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BNTRY #0 3 MW Fur all mect dishes Este va my favourite 


ABOVE The second half page announcing the TOP RIGHT: 
recently concluded Bisto Contest which drew entries, One from our current Watney series. 


well into six figures. 
BOTTOM RIGHT 


BELOW: Biff and Buff on a holiday theme. A human approach to accountancy. 
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THE ACE OF PUBS 


-oint-of-sale material Ny 
incorporating the product as an integral part of the display. 


ALFRED PEMBERTON CLIENiS 


NATIONAL SERVICES: National Savings 
(part), British Railways, Metropol- 
itan Police (part) 


rocns : Bisto, Cerebos Salt, Saxa Sctr, 
Stag Salt, Paxo Stuffing, Armour’ s 
Canned Meats, Turog Bread, The 
Wonderloaf. 

DRINKS: Gilbey's Gin, Port, Sherry, 
Whisky and “ Odds-On” Cocktail, 
Watney’s Ales, Reid’s Stout, Dry 
Fly Sherry, Jamaica Plantations 
Lid. 


CLOTHING: Bear Brand Stockings (part), 
Guards Men's Wear, Carlington 
Men's Wear, Peltinvain Raincoats, 
Motoluxe Coats, Kados Boy's 
Clothes, Maridena Gowns, Lincoln 
Bennett Hats. 


CIGARETTES : Carreras (part). 


RETAIL SHOPS: Smarts, Boyds, Curry 
& Paxton, Findlater’s Wine 
Merchants. 


DOMESTIC : Radiation—New World Gas 
Appliances, Permutit Water Soft- 
eners, Elkington Cutlery and Plate. 


nse 


RR 


ACTO-CALAMI 


\ 


Railway station quad-crown poster designed to draw provincial recruits. 


PHARMACEUTICAL : Johnson & Johnson 
(part), Crooke’s (part). 

MOTORING : Jack Barclay — Rolls Royce 
and Rolls Bentley, Gurney Nutting 
Coach Builders, James Young 
Coach Builders. 

PAINTS AND PRESERVATIVES : Robdbialac, 
Cuprinol. 

INSTITUTIONAL: Sr. Dunsta~’s, The 

‘oval Masonic Institution for Boys, 
Amateur Rowing Association, Abbey 
School for Speakers, Beaux Arts 
Gallery, English Guernsey Cattle 
Society, Chelsea Studios. 


OFFICE & INDUSTRIAL FQUIPMENT : Bell 

inch Company, Sumlock Calcula- 

tors, Radiation Large Cooking 

Equpment, Micro-Precision Pro- 
ducts. 


TRADE ACCOUNTS : Furniture Industries 
.td., Group Marketing (Overseas 
Ltd., John Crampton Ltd.--Butchers’ 
Trade Suppliers, Malga Products 
Non-lactic Cream. 


MISCPLLANEC US: Nissen Buildings, 
McWN urdo Lighters, Edwards’ Nets, 
Royal Sovereign Pencils, Plant 
Productivity Lid. 
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There’s more 
Profit from a 
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peal aimed dire ctly 
most good, 


So much goes into the making of a profitable advertising 

campaign — so much analytical and creative thought, so 

much artistry and craftsmanship. In fact, to appreciate 

the energy of a first-class agency you must 

o ¢ Dp ro t i t Ss see it at work. This we will say: every ad- 
vertisement, every poster, every folder that 

leaves Waketield House in Fleet Street is worth its weight 


in golden results. 


Cc. P. WAKEFIELD LIMITED 


Incorporated practitioners in advertising 
WAKEFIELD HOUSE - 152/3 FLEET STREET - LONDON - E.C.4 


TELEPHONE: CENTRAL 4588* & 7000 - TELEGRAMS: WAKEAD FLEET LONDON 


SAN FRANCIS MELBOURNE 
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Cuamruess cimites 


Advertisements are like people: they can 
work or be lazy; be liked or disliked; look 
smart or shabby ; achieve success or obscurity. 
Yes, they must have personality engendered by 


right approach, sound judgment and originality. 


WILKES BROS. & GREENWOOD 


INCORPORATED PRACTITIONERS IN ADVERTISING 


— 
Intriguing 


copy augle ‘Advertisers Weekly * says, “The sketches are little works of art, and 

that dramatixes the copy in a scant sixty words tells a 

an evfruday ‘ ° : i ae id 

PoP an example ot story that many writers would spin out 
to twice the length and only half the life. 


st rip techniu ue —- Asanexample of strip technique ina small 
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space this is worth really careful study.” 


hat is wor . . 
that is worth (fanaa sewing machine 9s New? 
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study.’ 


deserves a complete overhaul by Singer I arranged for a Singer 
representative to call, inspect and esumate on the spot The price 


above the “se | Sf call greene 
others ome | ‘eu a. 


sewing machines 


yest selling points 


CT seks elucidated 


as so reasonable, I had it converted to “all-electric” by adding 
a Singer motor and Singerlight. It’s sew much eaner by electricity.’ 
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1 
It's all ways cheaper to 
GET WEAVING On A 
= ‘Advertisers 
Weekly says, “Another admirable ad. for Parsons Chains. The 
copy is aimed solely and exclusively at those who 
buy chains, and very convincing copy it is. The 
statement that it stretches without breaking to a 
point at which the links bind on each other, paints 
a picture of extreme toughness. In red and black, 
using Gill Sans and Cartoon, it is the best ad. in 
the journal.” 


+ SO eremge ond 18 ghee 

than wrought iron chan of the same noms) are PARIONS 

“WIGH TEST CHAI stongate, 50° more than wrought ren chai 

emer dentro: 0 tent and stretchy withowt breaking Wo + pont 

at whch the mks bond on cach other it = avaiable m the range 

Like the Weavemaster advertisement 1 we | inchunion and ie am enchusive predect of the 

‘PARSOMS CHAIN COMPANY LTD. STOURPORT Om SEVER. WORCS 
the one below ia also from a successful 


upon campaign in small spaces Oe ee eee 


FLEET 
ELECTRICS 


Poster 
Piease send dete: - Part of 
LEET ELECTRICS ; weremnend, we @ special 
et A et tt te mei 


centenary 


cam pain 


FRIDAY HOUSE, 39 CHEAPSIDE, LONDON, E.C.2. TELEPHONE: GITY 6611 


SINGER SERVICE 


Aimed solely at those 


who huy chains” 


Parsons ¢ (U * Fakir or no Fakir we 
can do our party piece at any 
time. We take a length of 

© ey a at Oak yams tewng Antes bes oud pee my pete Parsons HIGH TEST Chain 


+. / Ac 
“Sune SERVICE 2 0 emt, ee grees crmmng | Ree smn ies ae we me ay f subject it to a destruction test 
4 ry, 


ee ed 


BW) 
- Fe ome cermcr  SINGER SEWING CENTRES op et dow ter comme, 


be 1) ae hes SINGED Wrong Mekow oe comers -. 1 and, lo and behold, it elongates 
without breaking to a point 
at which the links bind on each 
other. An exclusive Parsons 
product, 50% stronger and 
a" lighter than wrought iron 
chain. Available for lifting, 
lashing, hauling, towing, in 
fT tol range inclusive. 


Parsons Chains 


Perron: Chen Co Lid Steyr porion-Severn Wore 


By the way SNOW 


sig enough to be a successful 


advertising agency for over 30 years, yet 
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W. r. S. exists to give service to 


its clients and not to justify its owncleverness. 
Clever we can be when occasion demands, but 
brilliance is our servant and not our master. 
Honest craftsmen at the job of making names 
and selling goods, we claim an integrity of 
purpose that is excelled by none. The scope 
of our service is not limited—every need of 


the advertiser of whatever size is catered for. 


We give such service to many leading adver- 
tisers, some of whose.announcements we 
reproduce alongside; we regret that space 


does not allow a bigger display. 


The length of years’ service of W.P.S. to our older clients makes 
interesting reading: Mackinlay’s Whisky 28 years; Stewart & 
Ardern Ltd. 28 years; Van Heusen Collars 27 years; Tullis Russell 
& Co. Ltd. 25 years; Meridian Underwear 24 years; International 
Correspondence Schools 20 years; National Cash Register Co. Lid. 
19 years; Eburite Corrugated Containers 19 years; E. K. Cole 
Ltd. 17 years: Euthymol Toothpaste 17 years; Robertson's 
Marmalade 16 years; Meltis Confectionery 14 years; The Airscrew 
Company & Jicwood Ltd. 13 years. That is probably the best 
advertisement for ourselves that we shall ever think of. 


W-P-5 


WILLING’S 


WILLING House. 
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Every type of advertising from tee fuuly equipped offices 
STOWE & BOWDEN LTD 


ie etising 


LONDON MANCHESTER NEWCASTLE-UPON-TYNE 


6, Stratton Street 
Piccadilly W.1 3, Parsonage 


Phone Grosvenor 4477 Phone Blackfriars 6 363 


Publicity House 
Claremont Road 
Phone Newcastle 28 361 
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STAPLES PRESS 


are proud 
to have printed this 
unique record of the craftsmanship 


of British Advertising 
e 4 
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Igencies 


The Portfol io of 
BRITISH CREATIVE 
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Published by 


Advertiser's Weekly 


The Organ of British Advertising 
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Great motorized campaign for 


PicTtrwu RE 


Throughout all summer a fleet of special Picture OQ . 


Post cars—with colourful coachwork and giant 


ADVERTISER'S WEEKLY 


‘dummy ’ cameras on their roofs—are driving up and down Britain with 
pennants flying. Distributing millions of leaflets—broadcasting over microphones 


news of the great POST YOUR PICTURE TO PICTURE POST competition—these 


cars will be seen, heard and talked about by everyone. They will give a big 


increase to Picture Post demand everywhere, in every town. Remember the 
great £100,000 campaign, with the £10,000 
POST YOUR PICTURE TO PICTURE POST competition, 
the milljon special window-bills and leaflets, the 


Picture Post Picture Girl—and .. . 


PIicTU RE 


Watch the big increased demand for POS 
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LY) 
ie CONFERENCE BACKGROUND—Ethics 


How British Advertising Has 
Raised Ethical Standards 
By Voluntary Agreement 


O accord with the whole 

modern conception of 

economic and social de- 
mocracy, which is inspired by 
an ethical view of human re- 
lationships, advertising must be 
fair and honest. If it is not, it 
will fall into disrepute, and invite 
legislative interference which 
may go far beyond any measure 
of control necessary to curb 
violations of the moral code. 

It is a great tribute to British 
advertising that, in the matter of 
ethics, the legislature has left the 
advertising business largely to its 
own devices. Control by law, one 
can reasonably infer, has not been 
considered essential becduse the 
organisations of publishers and 
advertisers, and those who serve 


By W. J. LEAPER, 


them, have proved themselves 
well able to keep order in their 
own house. 

A characteristic of British ad- 
vertising in recent years has been 
its determination, so far as is 
humanly possible, to maintain a 
high standard of truthfulness and 
integrity. When, as has some- 
times happened, an advertiser is 
deliberately fraudulent, the task 
is comparatively easy, for the 
machinery of the law can be set 


in motion. With the advertiser 
who honestly believes in his pro- 
duct, or sincerely believes that he 
can deliver the goods, yet trans- 
gresses, the position is much more 
difficult, for his degree of trans- 
gression may be a matter of 
opinion. But this problem has 
been faced, and the publishing 
and advertising organisations of 
this country have evolved tech- 
niques of investigation and 
methods of control by consent 
which normally obtain fair play 
both for the advertiser and for the 
purchaser of his product. 


* * * 


T is not easy to describe in 
any sort of chronological 
order how advertising has set 
about this task, or to give more 
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than an outline of what the 
different organisations have done. 
In many instances there has been, 
and still is, a certain amount of 
overlapping; in all cases there 
is close co-operation; for some 
purposes there has evolved some- 
thing that can only be described 
as a “division of labour.” But 
credit should be given to the 
pioneers. It is many years since 
advertising organisations, resolved 
to improve standards of practice, 
formed a National Vigilance 
Committee, later to be absorbed 
into the Advertising Association. 
Nationally the word “vigilance” 
no longer appears, but most of 
the publicity clubs and associa- 
tions throughout the country still 
have their Vigilance Committees, 
concerned to prevent the dis- 
honest or mistaken advertiser 
from fleecing the buying public, 
or the dishonest media owner 
from selling advertisers a pig in 
a poke. 

The following instances indi- 
cate how spasmodically the work 
is distributed. 

The supervision of advertising 
by holiday camps and centres, 
for instance, is one in which the 
Newspaper Society has special- 
ised. In this, as in many 
other matters, it has given first- 
class service to the community, 
protecting the holiday maker 
from booking holidays, for which 
he has to pay a deposit, with 
bogus or unsatisfactory pro- 
moters. Other organisations, such 
as the Newspaper Proprietors 


Where Ambassadors are groomed for success 


Direct Mail’s role is not unlike that of 
the Ambassador. To succeed, its presence 
must be arresting and above reproach— 
its tenor human and convincing. 


We never forget this when creating, 
planning, producing and distributing 
Direct Mail for the Home and Overseas 


markets. 


Perhaps that is why we have been in 
the front rank for half a century, turning 
more prospects into customers for more 
and more clients each year. 


Our booklet, ‘The Direct Approach’, 


will tell you all about us. 


copy today. 


Send for a 


CHADWICK-LATZ LIMITED 


PUBLICITY HOUSE - 


U.S.A. 


FRANCE 


DYOTT STREET 


* LONDON W.C.I 


Hugh Bourne, Managing Director 


BELGIUM 


HOLLAND 


SWITZERLAND 
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Daily Mail 


FIRST CHOICE 


for Every 


) 


National Campaign | 


The World's 
Most Powerful 
Advertising Medium 
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HOME AND OVERSEAS 
NEWSPAPER AND MAGAZINE 
DELEGATES 


If require 


Representation in London and Great Britain, we 


you efficient Advertisement 


can offer you exceptional facilities. 


Numerous Magazine and Newspaper 
Proprietors, who have used our sérvice for many 
years, can vouch for our record of successful 
Space-Selling. 

Through personal canvassing and through 
the judicious use of direct mail, we have increased 
the advertisement revenue of a ‘goodly number 
of newspapers and magazines. 

If you are interested, please get in touch 
with us, when a full discussion should prove 
fruitful to both sides. 


Address your letter to our 
Managing Director—Will Kitchen Jr 


ORGANISATION 


Newspaper Representatives 
and Ma'gazine Managers 


FLEET STREET, LONDON, E.C.4 


Telephones : CENtral 1960, 3133, 3754 
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Conference Background—Ethics— 


continued 


Association, also do their utmost 
to keep holiday advertising clean, 
but they would all agree that the 
Newspaper Society has acquired 
a comprehensive knowledge of 
would-be offenders. 

The Incorporated Society of 
British Advertisers, similarly, 
has devoted much attention to 
the subject of media and exhibi- 
tions. The initiative of the 
Society in the formation of the 
Audit Bureau of Circulations is 
part of the history of advertising. 

The Institute of Incorporated 
Practitioners in Advertising, 
naturally enough, has devoted 
much of its attention to improv- 
ing the professional status of 
| advertising agencies, with all that 
the description “professional 
status” means in ethical con- 
duct by its members in relation 
one to the other, and in relation 
to clients, media and the purchas- 
ing public. 


* * * 


O the narrative could con- 

tinue, but there are certain 
specific achievements which have 
been outstandingly noteworthy. 

First among these, from the 
point of view of time, is the 
system of censorship started by 
the British Poster Advertising 
Association and the London 
Poster Advertising Association 
more than sixty years ago. 

Cyril Sheldon, writing in 1927 
of the policy of the Censorship 
Committee, declared that “the 
object actuating this Committec 
is that of keeping the atmosphere 
of the hoardings pure, free from 
pruriencey, lewdness, indecency, 
suggestiveness and the horrible.’ 

The posters condemned by the 
Censorship Committee have been 
mainly associated with theatrical 
advertising. Any representation 
of horror or violence is for- 
bidden, “Strict limits are placed 
on the representation of the nude 
figure, even in the most artistic 
spirit, and the too-free exhibition 
of the ‘female form divine’ by 
theatrical artists is sternly sup- 
pressed,” wrote Mr. Sheldon, who 
added, “It would be more easy to 
sustain against the Committee a 
charge of unnecessary prudish- 
ness than one of laxity of 
morals.” 

The work of all organisations 
in the poster industry has been 
maintained in the spirit of which 
Cyril Sheldon wrote. If an 
when complaints are made 
against “nudity” in poster adver- 
| tising, they are in respect of sites 
| outside the control of these 
' organisations, 


* * * 


HE next great step forward 

in the voluntary control of 
advertising was the compilation 
and publication of the British 
Code of Standards in relation to 
the Advertising of Medicines and 
Treatments. This did not occur 
until after the recent war. but for 
many years previously, the pre- 
paratory work had been in 


The publicity and advertising 
organisations of this country 
have evolved techniques of in- 
vestigation, and methods of 
control by consent, | which 
normally obtain fair play both 
for the advertiser and the pur- 
chaser of his product. The fact 
that, in the matter of ethics, 
the legislature has left the 
advertising business largely to 
its own devices is a tribute 
to the success achieved in im- 
proving and maintaining its 
standards. 


development and the Code was in 
the main a codification of existing 
Codes. 

Of the preparatory work, that 
of the Proprietary Association of 
Great Britain, the Newspaper 
Proprietors Association and the 
Advertising Association was fore- 
most. 

The Advertising Association, 
formed in 1926, set about the 
task of improving the standards 
of advertising of medicines and 
surgical appliances. Its first 
recommendation confined _ itself 
to the following serious diseases: 
cancer, rupture, diabetes, con- 
sumption, epilepsy or fits, and 
rheumatoid arthritis. The report 
on which the recommendations 
were based was adopted by all 
the representative publishing and 
other advertising bodies and was 
recognised as the accepted stan- 
dard of practice. 

Another great advance was 
registered just before the war. On 
the recommendation of the Ad- 
vertisement Investigation Depart- 
ment, the Council of the Adver- 
tising Association decided to 
review the position in regard to 
advertisements of proprietary 
medicines, and with representa- 
tives of the Proprietary Associa- 
tion of Great Britain set up a 
Proprietary Medicines Commit- 
tee. This Committee, reporting 
in 1939, recommended that adver- 
tisements in which claims were 
made, either directly or by impli- 
cation, to cure or relieve certain 
enumerated = serious . ailments 
should be banned. It also 
recommended that advertisements 
should be rejected if they offered 
to diagnose by correspondence 
diseased conditions. These 
recommendations were adopted 
by the Council of the Advertising 
Association and also by all the 
other major organisations. 

In the meantime, the News- 
paper Proprietors Association 
and the Newspaper Society were 
operating a Code of Standards. 
which in some respects, was 
parallel to that of the Advertising 
Association, but which contained 
clauses relating to testimonials, 
illustrations, “knocking” and one 
or two other items. The Code of 
Standards of Advertising Prac- 
tice, of the Proprietary Associa- 
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The 


INTERNATIONAL 
ADVERTISING 
CONFERENCE 


The News Chronicle applauds the 
aim of this important conference; to 


concentrate its deliberations on ways 
and means to increase the usefulness and 
efficiency of Advertising. 


The News Chronicle with a century 
of progress behind it, continues its 
practice, as well as its support, of such 
ideals in Advertising and wishes the 
delegates, from home and _ abroad, 
success in their deliberations. 


NEWS CHRONICLE 


W. E. TOMLIN Advertisement Director 
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| Conference™ Background —Ethics—continued 


A PROPITIOUS 
ALLIANCE 


Visitors to our works often comment on the 
noticeably keen interest which Gee & Watson 
craftsmen take in the job, and on the thorough- 
ness with which they discuss from every angle 
technical approaches to orders which present 
any unusual aspects. Frequently such visitors 
have added expressions of mild surprise at 
finding this commendable attitude in times 
when so much is heard of indifference to high 
standards of workmanship. The alliance of 
this enthusiasm of our craftsmen with the 
helpfulness of our outside andinside contact 
staff gives to Gee & Watson process engraving 
service a distinction all its own. If you get in 
touch with Gee & Watson, you will find that 
they really are enthusiastic people who will do 
everything they can to handle your block- 


making intelligently, reliably and helpfully. 


Gals & WALSOM 


11l SHOE LANE LONDON EC4 Telephone CENTRAL 6555, 18 lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


CREATIVE ARTISTS AND PHOTOGRAPHERS * PROCESS ENGRAVERS 
ADVERTISEMENT TYPESETTERS © STEREOTYPERS * ELECTROTYPERS 


tion of Great Britain, too, had 


| been published in 1936, and 


generally it covered much the 
same ground, but was rather 
more technical in character. It 
is, of course, still a powerful 
factor in maintaining standards. 

All this time, advertising had 
been keeping pace with more en- 
lightened public opinion, and its 
activities were endorsed by the 
legislature, which in 1939 passed 


| the Cancer Act, and in 1941 


covered a wide range of other 
serious diseases by passing the 
Pharmacy and Medicine Act. 
The passing of these two Acts 
may be said to have concluded 
the first stage of advertising’s 
efforts to raise ethical standards. 

The second stage came with the 
decision to compile a _ British 
Code of Standards. The negotia- 
tions between the different bodies 
were long, and at times difficult, 
but eventually the Code was 
published and has been accepted 
by the industry. It has, too, won 
favourable comment from many 
important personages in Govern- 
mental and other circles. The 
British Medical Association said 
of the Code, in 1949: 

“There is no doubt that the 
formulation of the British Code 
of Standards is a genuine attempt 
to improve the advertising of pro- 
prietary medicines; that is a step 
in the right direction and although 
at the moment the disciplinary 
powers for its enforcement are 
insufficient, on the whole the 
Code is being applied with @ fair 
measure of success. It is, how- 
ever, too early yet to judge its 


| full effect.” 


Since the British Medical 
Association thus expressed itself, 
a second edition of the Code has 
been published, bringing within 
its scope several more diseases, 


| and the criticism of the B.M.A. 


concerning “the disciplinary 
powers for its enforcement” is no 
longer valid, for the Newspaper 
Proprietors Association, the 
Newspaper Society and _ the 
Periodical Proprietors Association 
have made it a condition of 
“recognition” that advertising 
agencies will conform to and sup- 
port the provisions of the Code. 

This measure of “enforcement” 
can be said to have completed the 
first phase of the acceptance and 
application of the Code. The 
administration of the Code itself 
is under the supervision of a 
Committee representative of the 
seven organisations associated 
with it, namely, The Newspaper 
Proprietors Association, the 
Newspaper Society, the Periodical 
Proprietors Association, the 
Proprietary Association of Great 
Britain, the Advertising Associa- 
tion. the Incorporated Society of 
British Advertisers, and the 
Institute of Incorporated Prac- 
titioners in Advertising. 


* * * 


MPORTANT though _ these 
developments have been, they 
do not by any means cover the 


whole field of voluntary effort 
to raise the standard of advertis- 
ing practice, for there are several 
other organisations taking what 
may be described as “specialised” 
action. 

For instance, there is no doubt 
that firms engaged in export 
advertising are fully in accord 
with the aspirations of those who 
framed the International Code, 
sponsored by the International 
Chamber of Commerce. 

The Association of Specialised 
Film Producers Ltd. have a Code, 
of which the following clause is 
typical: 

“No advertisement shall con- 
tain any illustration or spoken 
or written matter which is 
distorted or exaggerated in 
such a way as to convey a false 
impression or to deceive the 
public.” 

Beyond all this there are the 
individual efforts of publishers 
who desire to protect their 
readers by the highest possible 
standards. The Codes, it ought 
to be emphasised, lay down 
minimum standards; many pub- 
lishers have higher standards, and 
there is no guarantee that even 
if “copy” is acceptable according 
to the Code or the rules of any 
of the Associations, it will be 
acceptable to all publications. In 
many instances, the proprietors 
have their own panels of experts 
on whose advice they rely. The 
newspapers that accept “classi- 
fied” advertisements especially, 
have created their own machinery 
for eliminating the fraudulent 
advertiser, who perhaps regards 
the “smalls” as a first class 
medium for catching his victims. 

The “black lists” which exist 
in newspaper offices, as well as 
in the files of the organisations 
such as the Advertisement Investi- 
gation Department of the Adver- 
tising Association, the Newspaper 
Society, Incorporated Society of 
British Advertisers, must con- 
tain tens of thousands of names. 

Mention should also be made 
of the efforts of the Retail 
Trading - Standards Association, 
an organisation of manufacturers 
and retailers, mainly in the textile 
trades, to enforce accurate des- 
cription of advertised goods. The 
Association has lately initiated a 
number of successful prosecutions 
of firms, generally mail order 
advertisers, who have falsely des- 
cribed goods offered for sale. 

This article has dealt only with 
the “dry bones” of the machinery 


‘whereby British advertising has 


undertaken the task of keeping 
abreast of public opinion in 
maintaining high standards of 
advertising practice. Yet the task 
is not one of machinery alone, 
but of the spirit in which the 
day-to-day problems are solved. 
The desire of the men who began 
this work and of those who are 
maintaining it can be summed 
up in the very homely expression 
—“to be fair’—to be fair to 
everybody concerned and to seek 
no mean advantage. 
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by which we mean we are able 


Our Board of Management, working 
under the personal direction of our 
Managing Director, Mr. Ashford Down, 
gives individual attention each day to 
your orders for Point-of-Sale Display 
Material. Their initiative, energy and 
creative ability combined with the highly 
skilled work of our Craftsmen, produce 
Sales-Aids which are perfectly designed 
for their purpose. 


he Sag | 


Good management, careful planning of 
works production and imaginative 
choice of materials employed in our 
modern mechanised factories have 
enabled us to build and maintain cur 
good reputation. The many national 
advertisers who place their orders, 
large or small, with us know they can 
rely on quick service and high quality— 
at low cost. 
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Complete your coverage 
with the Evening Express 
Liverpool. 


Head Office: 55 Victoria Street, Liverpool, | 
Central 6601 
London Office: Mersey House, Fleet Street, E.C.4 
Central 7700 


Jury §, 1951 


CONFERENCE BACKGROUND 


— Exhibition Display 


No longer does it 


chase its own tail 


By LEON GOODMAN 


Managing Director, Leon Goodman Displays 
Lid.; President, Display Producers and 


Sereen Printers Association, 


RITAIN can be proud, in 

this year of exhibitions, of 

its standard of exhibition- 
craft. 

Bread-and-butter job for 
bread-and-butter job, super 
job for super job, exhibition 
display here can stand up to 
comparison with that of any 
other nation. 

This conclusion may perhaps 
be challenged by those who have 
admired, and rightly, impressive 
and exciting examples of display 
at some overseas exhibitions, as 
illustrated in advertising journals. 
But just as one may turn the shiny 
pages of foreign books of col- 
lected advertisements, and form 
an opinion adverse to British ad- 
vertising because one forgets that 
the charming examples in such 
books are carefully selected, so 
one may be tempted to the illu- 
sion that illustrations of first-class 
foreign exhibition display repre- 
sent the general standard in the 
countries concerned. Personal 
investigation on the spot almost 
always proves the contrary. 

In the exhibitions of Festival 
of Britain year, there is very much 
to praise, a fair amount to con- 
demn, and a great deal that can 
only be understood by reference 
to developments in British display 
during and since the war. 

Not the least important factor 
in raising standards has been the 
very considerable increase in pub- 
lic interest, evidenced by the 
much larger attendances at post- 
war shows. Not only have the 
established exhibitions experi- 
enced increased popularity, but 
new ones have succeeded im 
attracting new audiences. Exhibi- 
tions have become more and 
more important in the field of 
marketing and advertising. En- 
hanced demand has encouraged 
progressive thinking and _ has 
brought new blood into the busi- 
ness. 

No creative field in advertising 
has attracted more newcomers 
during the past decade than that 
concerned with exhibitions, and, 
on balance, this has been all to the 
good. It has been a revitalising 


1939-1947 


influence, a needed stimulant, a 
source of fresh and imaginative 
conceptions, even if, at times, it 
has also subjected the business to 
the horrors of inexperience. 

One must also, in assessing to- 
day’s accomplishments, pay 
tribute to what has been learned 
from the past. One may criticise 
pre-war exhibition treatments, 
but they suited the needs of their 
time, and modern designers can 
profit by studying them. 

The Royal Society of Arts, so 
closely associated with exhibi- 
tions, has told of their origins 
and developments in many forms; 
Kenneth Luckhurst in his book, 
traces their history back to 
biblical times. The 1851 exhibi- 
tion, and, before that, the Royal 
Academy Exhibition and its first 
gallery in 1771 and a thousand 
other stepping stones have led to 
to-day’s technique. They can 
hardly be ignored. 


* * * 


N modern times, the most 

important and the most signi- 
ficant of so many influences has 
been the work done with exhibi- 
tions during the last war. This 1s 
not necessarily because of any 
aesthetic satisfactions or major 
artistic contributions; these shows 
were not designed with one eye on 
the furtherance of a reputation 
for being “different.” Here was 
the great opportunity for exhibi- 
tions to serve the nation in 
emergency—exhibitions stripped 
for action with a thousand vital 
jobs to do, and doing them. 

It cannot be claimed that the 
cause of design was furthered to 
any major extent by these war- 
time exhibitions, but bearing in 
mind the tremendously limiting 
factors of shortages of materials 
and men, they were triumphs of 
intelligent improvisation and 
enterprising expediency. Little 
could be left to chance and 
proper planning was recognised 
as the only approach. The 
pressing and urgent needs of war 
could cede nothing to the artless 


(Continued on page 37) 
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BRITAIN’S GREAT 


WELCOMES DELE 


WORLD’S GREATEST AD 


THIS FESTIVAL YEAR IS A YEAR OF WELCOME. Throughout 
women representing industry and commerce in eve! 
friendships . . . new contacts . . . building up goodw 
And of all these welcomes none is more ccadiel and frien 
Kemsley Newspapers to every delegate to this Festi 

From the highlands of Scotland, from busy Clydeside, fror 
and the agricultural belts, from South Wales an 


Kemsley organisation joins in these greetings and in wishing « 


MANCHESTER GLASGOW ABE-RI 
CARDIFF 


MIDDLESBROUGH 
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ATES TO THE 


RTISING CONFERENCE 


51 Britain is welcoming to her shores men and 
part of the world. It is a year of renewed 
confidence, good fellowship . . . 

than that extended by 

Year International Advertising Conference. 
he great Northern industrial centres 

om London itself, every newspaper of the 


y success to the Conference. 


NEWCASTLE SHEFFIELD 


BLACKBURN 


STOCKPORT MACCLESFIELD 
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The Press & Journal 
Evening Express 
Weekly Journal 


Daily Record 
Evening News 
Sunday Mail 


Newcastle journal 

Evening Chronicle 

Weekly Chronicle 
The Sunday Sun 


Evening Gazette 


North-Eastern 
Weekly News 


GLAScOw The Cleveland Standard 


= 


newcastie © 


Yorkshire 
Evening Press 
The Yorkshire 

Herald 


MIDOLESBROUCH 


YORK 


Northern Daily 
Telegraph 


e NY, 
BLACKBURN Wo 
MANCHESTER Wi 

port @ @sHerrieLo 


MACCLESFIELD 


Daily Dispatch 
Evening Chronicle 
Empire News 
Sporting Chronicle 


Sheffield Telegraph 
The Star 
Weekly Telegraph 


biti 


Stockport Express 


South Wales Echo 
Weekly Mail and Cardiff Times 


Sunday Graphic 
Sunday Chronicle 
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RS LONDON The Macclesfield 5 
Times | 
ed Daily Graphic 
a . t ww “ - and Daily Sketct 
J os The Sunday Times 
TJ Western Mail 
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Conference Background— Exhibitions—continued 


@THE WARTIME exhibitions, with serious tasks to perform, 
represented display’s finest hour and its greatest opportunity to 
show its sheer merits and capabilities. This it did magnificently. 


@OUT OF the wartime “narrative” Lal of exhibition arose a 
method of presentation of ——_ doing its set job—a 
three-dimensional justification the “reason why” copy | 
approach. 


@ WITH THE PEACE, a reaction occurred. Because of a paucity 
of exhibits, designers used every trick of embellishment so that 
the display drew attention to itself and not to the product. This | 
tendency persisted until nearly the whole business of display | 
was chasing its own tail. 


@ RECENTLY, there has been a reaction. Exhibitions now tend | 
to show an altogether saner approach. 


@ EXHIBITIONS have since the war become more and more 
important in the field of — and advertising. Much 
greater public interest reflected in much bigger 
attendances. 


@ENHANCED DEMAND has brought new blood into the 
business, and has encouraged progressive and imaginative 
thinking. 

@ MOST EXHIBITION work in this country to-day is well able 
to stand up to international comparison. 


itl 


and naive 
surrounds so 
projects to-day. 

The wartime shows had serious 
tasks to perform in propaganda, 
recruimme ni, inspiration, de mon- 
stration, instruction and a dozen 
other vital fields. Grim necessity 
gave little encouragement to de- 
signers who wanted to show off 
and offered only a very tiny plat- 
form for those who sought to 
perform the hysterical histrionics 
which later became quite fashion- 
able. This was, indeed, display's 
finest hour and its greatest oppor- 
tunity to show its sheer merits 
and capabilities. This it did mag- 
nificently. 

The objective was clear enough 
and the targets could be apparent. 
There was much to criticise but 
the total effectiveness of wartime 
display is now historical fact. 

Among the many developments 
was that of the “narrative” type 
of exhibition. There was little 
of this sort of thing before the 
war, but it became necessary to 
explain a great many things to 
the public in relatively-close 
detail. The technique worked 
very well and methods of pro- 
ducing a three - dimensional 
sequence were devised. Obviously, 
the presentation of a given story 
called for a high degree of har- 
nessed and controlled showman- 
ship and a shrewd assessment of 
the viewing audience. Interest 
had to be stimulated, maintained 
and re-captured. Pills had to be 
coated and suspicions allayed. 

Out of all this arose a method 
of presentation of superb merit 
doing its set job. It was a three- 
dimensional justification of the 

“reason-why copy approach. 
The public response gave con- 
tinued encouragement to those 
government departments and 
organisations who had enlisted 
the help of display. It was found 


optimism that 
many exhibition 


that the people were not bored 
or confused by even a fairly 
technical presentation. The large 
attendance figures and a study of 
the viewers, their reactions, and 
the ultimate results were, over 
and over again, unquestionable 
endorsement for the well-thought- 
out and well-presented narrative 
exhibition. 

A study of the display lessons 
learned in wartime would repay 
study to-day and this influence 
has not been lost. Some of the 
best in the Festival exhibitions 
owes its origins to what was done 
then, although the outer garb has 
sometimes become a fraction 
fanciful. 


* * * 


‘INCE the displays produced 
in the war years were mostly 
strictly “utility,” it is not surpris- 
ing that a reaction occured with 
peace. No one could foresee 
quite how violent the reaction 
would be. 

The first post-war exhibition of 
significance was “Britain Can 
Make It,” which greatly influ- 
enced the exhibitions that have 
followed it. This, born of worthy 
enough motives, revolted violently 
against wartime drabness. It is 
not within the scope of this article 
to consider the merits of the 
underlying idea or to consider in 
detail just how worth while it all 
was. It is its influence on the 
whole broad field of exhibitions 
and displays which matters. 
_Those who came in their thou- 
sands to see the latest and the 
greatest in British product design 
could only be disappointed. But 
what they did see was a breath- 
taking and animated blaze of 
background: a great Display of 
Display. The brilliance of its 
designers could not be questioned 
and the sheer contrast with the 
greyness and the drab khaki of 
the war made the whole thing an 


It is hard to estimate—as difficult as trying to 
assess prestige in terms of £.s.d. Yet a single picture 
may be merely a flash of brilliance; it need not 
indicate genius and it certainly could not be accepted 
by itself as evidence of reliability. To produce con- 
sistently, photographs of a very high standard demands 
the most modern equipment and technicians who have 
become artists in exploiting to the utmost its advantages. 
At the superbly equipped studio we opened recently there 
are craftsmen who are both specialists and enthusiasts. 
They strive to add to all subjects—photogenic or seem- 
ingly dull—a touch of originality. 
prove invaluable to you, 
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Conference Background—Exhibitions— continued 


exciting experience. It has been 
admitted since that the designers 
had to gild every lily and use 
every device and every trick of 
embellishment to make up for 
the paucity of exhibits. 

Thus it was that a vast and 
exciting setting set out to swamp 
the goods and the display drew 
attention to itself and not to the 
product. What might have had a 
certain enforced justification in 
the case of this particular exhibi- 
tion became, because of the sheer 
brilliance of its virtuosity, a major 
influence which, in total, may 
have done more harm than good. 

The influence of this tour-de- 
force display persisted and the 
thousand tricks and devices were 
copied and elaborated into a mul- 
tiplicity of variations. And the 
copies, themselves, were then 
copied until very nearly the whole 
business of display was chasing 
its own tail. What had been 
created as a very clever piece of 
design started a spiral of confu- 
sion in less capable hands. What 
made it worse was that, as in the 
original exhibition, the accent 
lay more on the elaboration of 
background than on the goods 
displayed, so was it made even 
worse in the whirl of imitation 
which followed. Exhibitions be- 
came a happy hunting ground for 
those who designed them a little 
too artlessly and the client was 
often lucky if he was allowed to 
bring his few miserable bits of 
products into the picture at all! 

Spectacle seemed to count more 
than saneness. Endless elabora- 
tion seemed to become a virtue. 
Clients got caught up in these 
competitions of “cleverness” and 
costs went sky-high. Blasts of hot 
air made it very nearly impossible 
for feet to stay on the ground. 
The voice of experience was 
silenced as a worthless voice from 
the past. 

During this period, when com- 
monsense was taking a holiday 
and costs didn’t seem to matter, 
there was, nevertheless, plenty of 
good work being done. The 
influx of new blood in the shape 
of young adventuresome de- 
signers, architects with no build- 
ing commissions on hand, would- 
be architects gaining experience, 
and a host of others, each contri- 
buted at least one progressive 
thought. Some of them did even 
more and made considerable con- 
tributions when they stopped 
trying short cuts all the time. 

Through it all, the old hands 
went steadily on and the eternal 
alliances of the sound and 
experienced designers and the 
sound and experienced contrac- 
tors acted as a sheet anchor. 


* * * 


NEVITABLY, one _ started 

recently to see the evidence 
of a reversion from the period of 
flounce and chi-chi. Recent ex- 
hibitions have tended to show an 
altogether saner approach. There 
appears to have been a recogni- 
tion of the better elements in 
design and a commendable un- 


willingness to play with imprac- 
tical or unproved extravagances. 

From it all, one is able to view 
the emergence of a _ British 
exhibition-craft which is at least 
as good as anything else in the 
world. Well in the picture, one 
sees a number of new faces but 
it is perhaps not surprising that 
in the foreground there remains 
a preponderance of the same old 
faces who helped to build up the 
backbone structure in the past 
decades. 

Most exhibition work in this 
country to-day is well able to 
stand up to international com- 
parison. In such a comparison, 
however, it must not be over- 
looked that there can be no satis- 
factory and _ universally-accept- 
able standard. One can only talk 
in broad terms and start by 
acknowledging the particular 
speciality which some countries 
have made their own. There is, 
for example, the sparkle and wit 
which the French employ so 
superlatively in the presentation 
of luxury goods; this we have to 
match with an outstanding ability 
to get almost the ultimate out 
the way in which we can show 
heavy products. That which is 
particularly and indelibly Italian 
finds itself compared with the 
freshness of Swiss design or the 
overall directness of American 
Display. And so on. 

All the time one must under- 
stand the national character and 
the basis on which the designs 
are levelled at the public con- 
cerned. The appeal can seldom 
be the same. Allowing for an 
understanding of these factors, 
our handling of exhibitions to-day 
stands very high. 


* * * 


HE scope and size of our ex- 

hibition and display industry in 
this country is a constant source 
of interested wonder to visitors 
from abroad, In dimension and 
facilities, it can only be a very 
close second to what is available 
in the United States. One can- 
not, at the same time, help feeling 
that a number of other countries 
do some remarkable things with 
a display industry of compara- 
tively tiny proportions. A British 
exhibitor is offered an absolute 
wealth of services, his only prob- 
lem being to learn how to use 
them intelligently, effectively and 
economically. 

Sharply rising costs have made 
him more conscious of these 
necessities, which is a good thing 
in itself. In twelve months, costs 
have risen in the necessary com- 
modities of exhibition work, in 
both labour and materials, in 
varying percentages which lie 
between ten and fifty per cent. 
The rational approach which 
such problems enforce are, of 
themselves, good influences in 
ensuring a level-headed standard 
in exhibition work. Good design 
will not suffer and only the trim- 
mings and elaborations need be 
dropped. 


Try frrnr gree ares we 


eS aa eS ees ee. Ce ae <a 2 Bee en (Cee. a 
' id * , ree Fane ¥ ES | * y <— ‘ +5 
| es 48 Pe 
\ 3 | . 

b e | 
z F) ne 
S| 
. a es 
e- ] ee ee ease ae 
ng | 
a Pe : 
amy a: 8 
3 ; 
et | : 
. | . 
‘ | A 
a 
ees | 
bei Pe H 
Bg 
that 
Be 
Ae oe 
i \ ? a 


ADVERTISER'S WEEKLY 


Geared_to e a: 
SALES DRY 


| SEPTEMBER AA 
BB EXHIBITION 7 


_ SEPTEMBER 
EXHIBITION 
- NUMBER 


sin’s heavy- 

rift ani allie ’ pet de on show 
Finuinee; cori iat t e Exhibi- 
: bs g0th—September 13th. 
Sf <THE-MOTOR SHIP,’ 
S" ENGINEER’ and ‘THE 
AND GAS TURBINE’ will 


“sepremser \/ 
EXHIBITION © | 

oe id; It is.recommended that space reserva- 
ws eee oem be mands 2s cary as poeetite 


TEMPLE PRESS LIMITED 


sowcine GREEN LANE, LONDON, EC.1. 


THE MOTOR BOAT AND YACHTING ~ LIGHT METALS MOTOR CYCLING 
THE OfL ENGINE AND GAS TURBINE 


FARM MECHANIZATION 


* THE LIGHT CAR 


THE MOTOR - THE COMMERCIAL MOTOR * CYCLING 
PLASTICS © THE OVERSEAS ENGINEER © THE MOTOR SHIP - THE AEROPLANE 


ae )|CU S eeee ae: Cea ame ee, Sk Rl a ke es 2 tee ee “i 
= oe ORS a 2 WON oe eee ' - oe Re ee De 3 * ’ ae a : Po poly a Bt) 
a aa : Libis : brah 
Jury 5, 1951 39 PC ie 
; SF ee pi pee eS a ee } 
Fae ea " 
nae ee Agar © oe 
ok See ‘ Loe | 
Nay eta © . 
i ee, ee he” a ee i 
2 oe : ; al 
ames " a) 
ee eae gis is mi 
Nn ENGINEERING — " 
Si owe Be - aye | 
bee a ‘ Bis Ne 
eet uae ore ‘ 
. i ————— | 
Sea at on ae ee ee, 
| , —_ AND WELDING | 
; ‘ ee a <= Pog 7 f baaig : 
‘ ‘ ~— ‘ af a az = H ae —- pe 
ae —&\ EXHIBITION — , 
5. 5 ein reat . 
Be wes * ae Abe = . i ‘" 
1. \ , ® eos ‘em ‘ 
t ) ) a <, OLYMPIA. 
f] xm! e A Lo 5 s n 
mS . : h : . Saree 
\ —— re SAG = gs et ae # 
; amas > | ; a ene “* . 
: pa eee i se i ay ie ° hid 
" —- ae = Bay 4 = os 
: - . oy Be F, e- oy : 
0 : ie. oi ry i 
te ¥ an - 2; o, Mi 
‘ fre a i 
" fi ’ ; or j 
ay * we - . ae “Be 3 7. H 
Pe ee , a re ius 3% ei 
i * a ii a , Hed in Cre 4 
: te. od Ra Bie ey i< rere 
| , NUMBER “, ge a 
| "2: _ ws : Sa __—m a +. : 
Pas as er iri 5 ui a ay P= a . : P 
4 = - ' } 
a ae 7 el , ies ~ a ear ae : ‘ 
pe aa ry gies Soa ee Tes. ee <a e : 7 3 4 
Vos, « SO ee a ee eee ee oo . ; 
yt Meee 2 St eee ‘ Te : 
aah OF 2 ae EB : ae: “a 2 : “ef 
is iS al ale ain eg oh oe we r . “s 2 _— 
‘* ‘ “ay » a PE Sash ; i eae i 
Bs . Fr mw, © ' \ { ul 
“ : ” ~ s . af \F 7 
La eet, a i) 
: eee ' = eS ; : 
te Behe: \ 5 ~ > \ \ 4 4 \ fl é 
a : — ——, pee ‘ 
a { Ee . | ‘ 
: a ae Ay wie a =a ' 
x . _ a> The ~~ *, if we ‘ a 
ry a Ye ~ 4 J 
: anti EAS iO —— . 
gy me OVERS EE o eY : iF 
4 De 5 Bie i bi C ¥ q z ' 
sm N IN tine Bye ¥ : 
; Ps alow? eeatg : 
| ENC’ ,\ q 
_ PAV nin . 
% ‘ & Bs. %, <i Tey ‘ ae Tie E 
ae ie 5 ae : tte 4 
We ' ante > Wah yt, 
; i. e { . n° * ~ i ‘Fen ze 
Si . "| 4 
~ zh q F 
& 
5 ; 
TERMINUS 3656 
5 
be ™ 
Sel ; 
“wey 
oy ‘ ; ene ae « y 
te 


ADVERTISER'S WEEKLY 


EXPORT MARKETING & ADVERTISING 


Jury 5, 1951 


Advertisers Must Pay More For Overseas 
Schemes To Save Agents From Carey St. 


NE burning topic which - 
is not, apparently, down 


for discussion at the Inter- 
national Advertising Conference 
is that of international adver- 
tising. But, although it does 
not appear on any official agenda 
it will certainly be warmly dis- 
cussed at innumerable private 
meetings between British agencies 
and their colleagues from abroad. 
It will be the skeleton at every 
Conference feast. Because if 
there is one subject which 
troubles foreign agencies more 
than any other it is this matter 
of international advertising; and, 
more specifically, how to conduct 
it on the present basis without 
going bankrupt. 


Not For The 
Conference 


The reason why this subject 
does not appear on the Confer- 
ence agenda is presumably 
because most British agencies, in 
their wisdom, have avoided get- 
ting deeply involved in it. There 
are not more than a dozen or so 
London agencies who undertake 
campaigns overseas on any really 
large scale. But to those who 
do, and to the foreign agencies 
who work in association with 
them, the problem is a most vital 
one. If we can’t give it an airing 
at the Conference, let us give it 
one here, as the Conference 
opens. 

A London agency conducting 
campaigns in Britain will derive 
its income in one of these ways: 

Solely from media commis- 
sions which nowadays seem to 
average out at a bit over 13 per 
cent, 

From media commissions, 
plus a contribution from the 
advertiser to bring revenue up 
to 1S per cent. 

From media commissions, 
plus agreed service fees paid 
by the advertiser. 

The great bulk of this revenue 
goes on salaries of agency staff, 
and most of the remainder on 
operating expenses. In a good 
year there may be around 2 per 
cent left over as agency profit, 
though there is often much less, 
and sometimes nothing at all. So 
it seems fair to say that 13 per 
cent is about the least income 
on which an agency can service 


its clients efficiently while remain- 
ing barely solvent itself. There 
are exceptions, of course; but few 
would dispute this contention as 
regards agencies in general. On 
less than about 13 per cent the 
average agency must reduce its 
standards, or else go broke. 

That is the position for cam- 
paigns carried out in Britain. It's 
not ideal, but it works. For cam- 
paigns carried out in foreign 
countries it is even less ideal— 
and it doesn’t work, 

There are many ways of doing 
foreign advertising, and this is 
not the time or place to examine 
them all. But the method most 
favoured, particularly by adver- 
tisers selling in several countries, 
is to channel] it all through their 
London agency. This agency then 
handles the work in association 
with a local agency in each 
country—sometimes their own 
branch office. but more often a 
good independent agency. From 
the advertiser's point of view 
this method has many advan- 
tages. He 4s-able to retain over- 
all policy, contro] in his own 
hands while still keeping clear 
of undue! headaches. At the 
same time he is certain that his 
overseas campaigns will be suited 
to the peculiar needs of each 
country, in accordance with the 
local agency's advice. 

Two Agents, 

One Commission 

This means that, while domestic 
advertising requires only one 
agency, foreign advertising 
requires two—one in England 
and one in the other country 


concerned. But in both cases the 
payment is the same; 15 per cent 
when there is one agency on the 
job, and 15 per cent when there 
are two. This is not very logical, 
and — worse still — not very 
practical. 


Some Duties 
Are Shared 


We are told that two can live 
as cheaply as one, and maybe 
they can if they live under one 
roof; but they certainly cannot 
if they live in different countries. 
Or it may be argued that the two 
agencies share the duties, so that 
between them they do only one 
agency's work and merit only one 
agency's pay; and there is some 
truth in that. But both agencies 
have to think, plan and create 
the one in basic and the other in 
finished form; both agencies must 
do checking, accounting and bill- 
ing; and, when the advertiser has 
local representatives abroad, both 
agencies have to maintain client- 
contact. About the only things 
which need doing once only are 
production and media-booking. 
Yet the income is still only 15 
per cent. 

Both agencies want to live, se 
this one 15 per cent has to be 
shared between them on some 
agreed basis—normally half each. 
If the foreign agency merely 
translates and places, its share 
may be only one-third: or, if it 
has to do much original creation 
and much client-contact, its share 
may be two-thirds. But normally 
the London agency and the 
foreign agency agree to take 74 
per cent each. 


T a time when exports become more and 
more important, advertising agents are 
faced with the alternative of running ex- 
port accounts at a loss or of refusing to handle 


overseas advertising for their clients. 


Our 


contributor, a director of a large London agency 
that handles several international accounts, 
warns that unless the remuneration for export 
advertising is raised—so that the English agent 
and his associates abroad may share it—all 
roads for agents will lead to Carey Street. 


But an agency needs a return 
of about 13 per cent in order to 
break even; so it is quite clear 
that on 7} per cent neither the 
London nor the foreign agency 
is breaking even. Not on inter- 
national advertising anyway; and 
particularly not in small coun- 
tries which justify only small 
expenditures. In theory agencies 
conduct international advertising 
at a loss to themselves. 

In practice, of course, this loss 
is not always a real one. The 
British agency is usually able to 
earn enough on the home adver- 
tising of an account to cover its 
losses on the overseas campaigns; 
and this, although it does not 
seem very fair on the British 
agencies, at least allows them to 
survive. But the foreign agencies 
have not even this resource to 
fall back on; for them the loss 
is often only too real. 


Foreign Agents May 
Refuse Our Business 


It is known that a number of 
leading agencies abroad are cur- 
rently running at an overall loss, 
largely because they get insuffi- 
cient revenue on business coming 
from England. Their mounting 
cries of distress indicate that the 
situation is becoming urgent, and 
more will certainly be heard of 
it during the next week. 

So why do agencies go on 
handling international advertis- 
ing, if they just lose money on 
it? Well, for one thing, the 
agencies agreed to give their 
clients a world-wide advertising 
service at a standard and uniform 
rate, and they are reluctant to 
ask for more; it looks like going 
back on their bargain. And 
international facilities can, in a 
way, be regarded as an extra 
agency service — though an in- 
creasingly costly one; some 
agencies feel that it helps them 
to hold their present clients and 
gain new ones, and so they prefer 
to continue it even at a loss. 
And, by no means least, the work 
is intensely interesting and great 
fun. As long as they can, 
agencies will be inclined to go on 
doing it at a loss rather than 
not do it at all. 

How long they will be able to 
go on doing it on present terms 

(Continued on page 42) 
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to what is new in Men’s Textiles 
and Clothes 


THE BRITISH WHOLESALE AND EXPORT MAGAZINE 


In the coming months men’s textiles and clothes will continue to occupy a key 
position in the van of Britain’s drive for full industrial recovery. 


More and more British cloth and clothes will be sold in an increasing number 
of the world’s markets. 

To achieve this salesmanship of the very highest order will be essential. 
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every corner of the Globe, illustrated in full colour and black and white, coupled 
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With translations in five languages; CLOTH & CLOTHES is a vital stepping 
stone on the road to increased wholesale and export business. In fact it is good 
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£3 for three years. 
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Certain forthcoming editorial 
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Agents Must Have Higher Commission—continued 


is more doubtful. The pressure 
from foreign agencies is increas- 
ing, and in the end something will 
have to be done to make the 
payment more commensurate 
with the work. Otherwise 
agencies will have to do poorer 
work or go into liquidation; and, 
rather than do either of these. 
the good overseas agencies will 
just refuse to accept British 
business. Some action will have 
to be taken. 

Some action—just a little—has 
been taken already. In a few 
foreign countries media are now 
allowing extra commission, in 
one form or another, to local 
agencies handling international 
accounts on a shared-commission 
basis; their object, presumably, is 
to preserve these agencies from 
the extinction which would other- 
wise ensue. Sweden, Holland 
and South Africa, for instance, 
now have arrangements of this 
kind. But although this helps to 
solve the problem abroad it puts 
the British agency in ‘a most diffi- 
cult position. 

An agency which works on a 
standard 15 per cent is bound to 
rebate to the advertiser any 
media commission in excess of 
15 per cent; but the media which 
give extra commission on inter- 
national business make it a con- 
dition that none of it shall be 
rebated. This arrangement there- 
fore presents the British agent 
with a_ three-horned dilemma. 
Should he keep this extra com- 
mission, and so break faith with 
his client; or rebate it, and so 


break faith with the media; or 
tell the media to keep it, and so 
break everyone's heart? In prac- 
tice the advertiser, when this 
difficulty is explained to him, 
agrees to let the agencies keep 
the extra commission. So this 
move by foreign media, although 
embarrassing, is a step in the 
right direction—if only a small 
one so far. 

Another step has been taken 
by one or two British agencies, 
who have raised their terms for 
foreign advertising to 20 per cent 
without, apparently, mortally 
offending their clients. Others 
may follow this lead because, in 
the end, 20 per cent will have to 
become the standard charge for 
advertising handled abroad. But 
this takes courage. 

How nice it would be if the 
initiative could come from the 
advertisers themselves! It has 
actually been known to occur. 
And, in this particular matter, the 
case for doing it seems so clear 
and indisputable that perhaps one 
day it will happen just like that. 
(Will some kind friend please 
bring this plea to the notice of 
1.S.B.A.?) 

However it is done, and who- 
ever takes the initiative, 20 per 
cent for export advertising must 
come in the end. How far away 
that end is, and how it will be 
achieved, no one can foreseé. The 
only certainty is that it must be 
achieved. Otherwise agencies 
will have to lower their standards 
of service in this respect, or give 
up foreign advertising altogether. 


AD VERTISERS MA Y UNITE 


Letter from India, by G. H. Gates-Reed 


Nexwerio™ - 


in Dutch means 
FLEET STREET 


in the centre of which 


de Volkskrant 


(the largest Dutch morning paper) 


is published with a circulation of 170,000, 95% of 
which sells to long term subscribers¥ who have a higher 
income standard and larger families than the average 


*95% of the circulation is delivered 
to homes every morning before break- 
fast; 5% sold on the streets and at 
the stations. 


Representatives for the United Kingdom: Will Kitchen Jr., 
131 Fleet Street, London, E.C.4. Tel.: CEN 1960, 3133, 3754. 


NTEREST in the proposed 
Indian Society of Advertisers 
(see May 3 issue) has now been 
aroused on the Calcutta side. 
Such organisations as Liptons 
Ltd., Imperial Chemicals and the 
Imperial Tobacco Co., Dunlop 
Rubber, and Shalimar Paints, are 
taking an active part in forming 
a committee which will work in 
co-operation with the Bombay 
organisation. 
* ” 


* 

UST as the public house is 

an essential part of the 
English scene, so the tea shop 
is the main rendezvous of “locals” 
in India. Nearly always using an 
English name, very often mis- 
spelt, these small “holes-in-the- 
wall” are often lit with fluorescent 
lighting and as often as not advise 
the world of their existence and 
entertain their customers with a 
blare of gramophone music. 
Trading in on this, Lipton’s Tea 
and LCI. (for Paludrine) have 
produced gramophone records 
which are distributed free to the 
better tea shops. So far only in 
Bengali, the records carry a song 
about tea drinking and on the 


reverse side, a village epic poem 
on the anti-malarial properties of 
Paludrine. Both are original 
compositions set to Bengali style 
tunes and sung by a famous 
Bengali singer. 


* * * 


ISHING to be one hundred 

per cent thorough, an Indian 
agency recently attempted to 
plan a nation-wide campaign in 
each of the languages to be 
used, without first visualising in 
English, as is normal practice. 
The result was a series of cam- 
paigns of undoubted appeal to 
readers in the languages con- 
cerned. However, the whole 
scheme had to be passed by a 
managerial committee. They 
immediately called for the English 
version of the campaign !—which 
the agency could not produce. 
The fact that it was not available 
necessitated the meeting being 
abandoned until. such time as 
translations could be put forward. 
Anyway, it was a nice try. But 
it does indicate the difficulties 
which one is up against with 
multi-lingual planning in India. 
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LARGEST DEMOCRACY? 


INDIA ! One in seven of the world’s population goes to make up her many races — now united 
as never before. Under India’s new democratic Constitution, they share equal opportunities ; 
in her bold industrial plans they see the promise of a still more prosperous community. It may not 
be realised how much of India’s needs for her great task of industrialization is being supplied by 
Britain. Over the last three years, her purchases here have averaged about £100 million per year. 
She will need far more — when industrialization brings the inevitably increased demand for 
consumer goods. 

Therefore the far-sighted British advertiser will maintain his position in the key markets of 
India . . . and most of all in the heart of India’s growing industrial power : the ‘ Amrita Area’ 
served by AMRITA BAZAR PATRIKA and JUGANTAR. 


BOmBay 


AREA Pw, 44% OF INDIA LIVES 
. IN THE ‘AMRITA AREA’ 


(Shown in black on this map) 


W. Bengal, Uttar Pradesh (U.P.), Assam, Bihar and 
Orissa, make up India’s major selling area. it has 
the biggest population—the greatest concentration 
of industry including : 
Iron and Steel _... — oe 87% 
Jute ond dies oe 97.5% 
Engineering (general & electrical) 60°, 
Paper os vee ooo woe 81% 


Amrita Bazay | Sno = oe 
Datrika 


(Figures on basis of workers employed) 
ENGLISH DAILY PUBLISHED SIMULTANEOUSLY AT CALCUTTA AND ALLAHABAD 


JUGANTAR «6 


English Daily. It is published simultaneously from 
both Calcutta and Allahabad and has the largest 

BENGALI DAILY FROM CALCUTTA 
Free specimen copy and all details from 


circulation in the Ganges Valley ; it also covers 
East Pakistan. 

LONDON MANAGER: T. PARAMESHWAR, 28 SOUTHAMPTON ST., STRAND, W.C.2. 

TEL.: TEMPLE BAR 5873 


Here, too, the leading Indian-language Daily is 
JUGANTAR in Bengali. High circulation and low 
rate per s.c.i. make JUGANTAR your soundest 
medium for reaching over 60 million Bengali- 
speaking peopie. 
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EXPORT MARKETING 


Proctor & Gamble Headed 
Spenders In 1950 


Latest developments affecting market conditions and adver- 

tising facilities overseas are featured in this selection from 

reports sent to the British Export Trade Advertising 
Corporation from its associates abroad. 


US. 


| celebrated its 60th birthday on 


June 21 with a special edition of 
180,000 copies. 
(Publicontrol, Brussels) 
+ * * 


Germany: The gross value of 
newspaper advertisements in 


Jury 5, 1951 


German marks in the Federal 
Republic, including West Berlin, 
in the first quarter of 1951 has 
been broken down as in Table I, 
below. 

The total circulation of daily 
newspapers in the Federal Re- 
public is 14 million. 

(Carl Gabler G.m.b.H., Munich) 


* * * 


Spain: A report on broadcast- 
ing developments in Spain states 
that the number of stations in- 
creased from 52 in 1946 to 80 in 
1950. The number of advertising 
commercials was nearly doubled 


EUROPE 
Belgium: Since the last bulletin, 


more journals have increased 
their rates because of the high 
price of newsprint. In addition, 
since June 1, the retail price of 
newspapers generally is increased 
from 1-50 to 1:75 Frs. 

Rate increases announced by 
some of the principal newspapers 
and periodicals during May are: 

Gazet van Antwerpen; From 
0-20 to 0-25 Frs. per line for 
“Annonces Commerciales.” 

Gazet van Michelen: From 6 to 
8 Frs. per line for “Annonces 
Commerciales.” 

Vrouw en Huis: This women’s 
paper increased its page rate from 
7,000 to 10,000 Frs. 

Zondagsvriend: The popular 
general consumer weekly _in- 


TABLE I—BREAKDOWN OF EXPENDITURE IN WEST 
GERMANY, FIRST QUARTER, 1951 


creased its page rate from 10,000 
to 13,500 Frs. 

From October 1 next the 
women’s magazine Femmes | 
d’Aujourdhuj will increase the Fountain and ball point pens 
price of a page from 32,000 to (oush cures 
35,000 Frs. Stimming tions and purgatives .. 

ig prepara purga' 

The Ghent Volk | 


January 


| February 
1951 


1951 


D.M. | D.M. 

8,165.— | 13,661.— 
157,530.— 141,611.— 
606, 166.— 640,654.— 


215,338.— | 192,787.— 


1,219,194.— 
227;741.— 


daily Het 


TABLE II—ADVERTISING EXPENDITURE IN US.A., 1950 


Total 
expenditure 


General Farm Network 


radio 


Magazine 
s Sections 


Network 


Company television 


| 
| 
| 


General Foods Corp. ... 
General Motors Corp.... 

Lever Brothers Co. 

General Mills Inc. ‘ woe 
Colgate-Palmolive-Peet Co. . 
Sterling Drug Inc. 

American Tobacco Co. 
General Electric Co. 


630,633 
Campbell Soup Co. — 


694,933 


67,020 168,000 


$ s 
Proctor & Gamble Co. 27,023,122 | 1,574,8: 
| 
| 


ee PETROLEU) 


TIMES 


BRITAIN’S LEADING OIL JOURNAL 


is a preferred international advertising 
medium for British and American oil 
companies and equipment manufacturers. 


Advertising rates on application to : 


PETROLEUM TIMES LTD. 


BRETTENHAM HOUSE, 
LANCASTER PLACE, 
LONDON, W.C.2. 


Telephone: 
Temple Bar 
9079 
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If you are out to conquer the Swiss market 
by advertising, give us the job of “putting 


you through” to your prospective custom- 
ers. We take care of your publicity plans, 
we explore the market for you, we calcu- 
late costs, we furnish you with ideas, 
illustrations, texts, we handle your entire 
budget and organise whole advertising 
campaigns. Let us advise on which num- 
bers to dial; let us be the switchboard 
and the telephone exchange; and we will 
give you a direct connection with the 
number you want - sales. 


46 branches and agencies 


PUBLICITA 


Société Anonyme Suisse de Publicité 
Lausanne (Switzerland) 


ADVERTISER'S WEEKLY 


OUR SERVICES INCLUDE: 


Market Research and Investigation 


Organisation of all kinds of surveys. / Analysis of results. 
Interpretation of results 


Planning (based on the findings of Market Research) 


Determination of policy. / Selection of advertising media. 
Suggestions for complete creative campaigns. / Plans to cover 
different kinds of media. / Complete date schedules. 


The Appropriation (based on the advertising policy) 

Preliminary calculations on the costs of space, production, printed 
material, distribution, etc. / Detailed cost schedules of space, 
printed material, etc. / Complete cost schedules for the whole 
campaign. 


The Creative Work 


Creative thinking. / Finished artwork. / Copy. / Slogans. 
Translations. / The composition of the advertisement. 


Production, Printing and Despatch 

Placing of orders (with newspapers, for posters, etc.). | Production 
of printed material (leaflets, brochures, etc.). / Distribution of all 
printed material. / Organisation and selling of merchandise by mail. 
Supervision of complete campaigns. 


Accounts 


Centralised collection of invoices, etc., with submission of one final 
invoice to you. / Checking of all advertising vouchers, etc. 
Filing of blocks, matrixes, and artwork for future use. 


How our extensive organisation can help you: 

We prepare the ground for business connections. / We put you in 
touch with the right people, firms and authorities. / We advise 
and assist you in the choice of sales agents, representatives and 
premises. | We provide general information and advice in all matters 
affecting sales and advertising. 
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Midland Bank 


Services 


for you 


From more than 2,100 branches 
in England and Wales the 
services and resources of this 
great modern bank are at your 
disposal. For further informa- 
tion about these facilities you 
have only to ask at any branch, 
when a booklet bearing the above 
title will be gladly supplied 


to you. 
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EXPORT MARKETING 


Bulletin From BETAC—continued 


during these four years, reaching 
the peak of 994 hours in May 
1950. 

* * 


Italy: It is reported that as from 
May 16 the retail price of news- 
papers of more than 6 pages was 
increased from 20 to 235 lire. 


| Those of only 4 pages will for the 


present remain at 20 lire. 
mn haub- Ta Milan) 
*~ 


ASIA 
The Philippines: One of the 


| biggest problems in the advertis- 


ing business here is the corrfect 
assessment of circulation. It is 
felt that the best thing that could 
happen in the Philippine Islands 
would be a joint move on the part 
of the American and local adver- 
tising agencies to insist on a 
standardised audit. The subject 
is now being discussed actively 
and there is a possibility of some 
decision being made towards the 
end of 1951. 

Breakdown of display adver- 
tising in the first four months of 
1951, compared with the same 
period in 1950 is given below: 


1950 1951 
Col. In. | Col. In. 


Amusement . | 92,4386 | 97,645 


| Automotive --- | 12,198 9,299 


Beverages: j | 
Alcoholic 7 4,194 6,479 
Non-Alcoholic . 2,856 3,978 


Shipping and Air- 


lines | 40,419 | 48,605 
Cosmetics ... | 73 7 


j F ‘ood 
| Housing pecymens 
| Industrial ... | 


a oe 


| Reta 
| ~ ae 


Tobacco ... 


Total | 347,8 


Percentage of increase during 
the period is 6 per cent, in spite 
of a fall of 35 per cent in foreign 
advertising. The figures are taken 
only from the 7 English-language 
papers (6 daily and 1 weekly); if 
the 3 Chinese dailies are also in- 
cluded, there would be a further 
132,000 inches to add to the 1951 
total. 

(Media Representatives, Inc.) 
~ ~ * 


AMERICA 

U.S.A.: Advertising expenditure 
on the part of the 100 leading 
advertisers reached a new peak 
in 1950, their total outlay reach- 
ing $399,840,251—an increase of 
$34,000,000 over 1949. 

These figures cover advertising 
in five media only—87 general 
magazines, 6 farm papers, 7 Sun- 
day sections of newspapers, 4 
radio and 3 television networks; 
advertising by newspapers, busi- 
ness papers and direct mail are 
excluded. 

Proctor & Gamble tops the list 
again having increased its expen- 
diture from $25,097,018 to 


| $27,023,122. 


The list in Table Il shows the 


10 leaders giving expenditure and 
a —, of the media used. 
Ed. W. Robotham & Co.) 
. 7” ~ 
Mexico: Industrial progress in 
undeveloped countries is reflected 
in their import figures of manu- 
factured and consumer goods. 
In 1947 Mexico imported re- 


All over the world prices 
are going up. This month’s 
Bulletin from BETAC spot- 
lights such announcements 
from several countries: 
From Belgium where news- 
print prices have forced 
advertising rates up; from 
Italy, where newspaper 
selling prices have risen 25 
per cent; and from Brazil 
where 3 large dailies have 
increased space rates. 


SOOO OO TERE E TEER E HEE EEEEEEE SEER EEEEES 


frigerators to the value of 
8,937,659 pesos from the U.S. The 
value of refrigerators imported 
during 1950 dropped to 623,608 
pesos. Similarly with radios and 
record players—106,236,739 pesos 
in 1947 to 113,069 pesos in 1950. 
It is understood that the drop is 
solely due to increased domestic 
production. 
* * * 

Brazil: From Brazil, too, there 
comes news of a further rise in 
advertising rates. Among the 
newspapers which increased their 
rates last month are the dailies 
Diario de Noticias and Correio 
de Manha of Rio de Janeiro and 
A Gazeta of Sao Paulo. 

The popular weekly magazine 
O Cruzeiro having increased its 
rates to Crs. 36,000 per page 
(£686 16s. 3d.), plans to increase 
its circulation within the next 
four months from the present 
figure of 300,000 to an estimated 
half-million. The magazine’s cir- 
culation manager is optimistic in 
view of the large unsatisfied 
demand, and if this plan becomes 
a reality O Cruzeiro will be well 
ahead of Selecoes—the Brazilian 
edition of Readers Digest 
(320,000). 

* * * 

The British Jaguar car has been 
given a boost by the local repre- 
sentative in Sao Paulo. A new 
showroom was opened recently 
in one of the main thoroughfares 
and a champagne party marked 
the occasion. 

* * * 

Popular British newspapers and 
periodicals imported by air and 
sea are now regularly available 
in Sao Paulo at “The Bookstall” 
which is on the same floor as the 
British Consulate General. This 
should help to disseminate more 
news from Great Britain. The 
Brazilian Press almost totally 
relies on the American news agen- 
cies for its world news, and there 
has hitherto been a noticeable 
shortage of news about Britain. 

(Orion Publicidade Ltd.) 
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A NEW 
POSTER 


waeusean lies 


Peseta eae naae a 


It the interests of outdoor advertisers, Mills & Rockleys have commissioned 
Mr. Rolf Hellberg, F.R.I.B.A., to design this entirely new type of poster site. 


% 
: 
; 
‘a 


Its simple, 


pleasing design is both aesthetic and practical, planned to please the Planners— 
but more espetvially to provide a perfect setting for all types and sizes of poster. The new 
design is being adopted as the standard structure throughout the 
Mills & Rockleys region. As a friendly gesture, Mills & Rockleys are making it freely 
available to the Poster Industry, and have agreed with Mr. Hellberg to 
waive any question of Copyright. This is one instance of the character of the 


service that Mills & Rockleys are offering to advertisers. 


MILLS & ROCKLEYS LTD. 
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HE task of earning the 
‘Tate dollar has, as every- 
one has heard only too often, 
been occupying a good many 
people’s attention for six years 
now. What we have heard, how- 
ever, has largely been concerned 
with the United States. 


Publicity has been curiously 
lacking for the no less creditable 
work of many firms in the Other 
Land of the Golden Dollar, 
Canada. 

The Canadians themselves are 
keen to continue trade with this 
country. Indeed, long before the 
unbalance between sterling and 
dollar became acute, a group 
came over to address advertising 
clubs, chambers of commerce, 
and other trade bodies. This 
gene represented the Canadian 

aily Newspapers Association. 

The story of what must be the 
direct result of their “enlightened 
self interest” is told in a promo- 
tion booklet put out recently by 
the Canadian Daily Newspapers 
Association. 

This booklet, U.K. Success 
Stories of 1950, lists a series of 
case histories of the successful 
use of advertising in Canadian 
dailies by United Kingdom 
advertisers. 

Many famous names—that is, 
famous in Britain — appear: 
Tootal (for Pyramid handker- 
chiefs, ties and fabrics), Rootes 
Motors, Huntley & Palmer bis- 
cuits, Aquascutum, Wisdom 
toothbrushes, Grossmith _ per- 


BRADFORD TEXTILE (SALES) LIMITED 
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FXPORT MARKETING 


SUCCESS 1 


N CANADA 


Stories of British advertisers in Canadian daily papers 


were published recently 


fumes, Black Magic chocolates, 
Boots Pure Drug Co., Austin 
cars, M.G. cars, Goya, Standard 
Vanguard cars, Dunlop, Kiwi, 
etc., etc. 

Each history occupies one page 
(in large type); opposite are illus- 
trated the advertisements which 
appeared. Here, for instance, is 
what J. J. Gibbons Ltd., the 
agents for Rootes Motors 
(Canada) Ltd. had to say: 

“Hillman Minx sales have been 
increasing rapidly the past twelve 
months. During this time we 
have conducted a steady cam- 
paign of advertising of which the 
largest share, approximately 75 
per cent, was placed in daily 
newspapers. The results have 
been outstanding. 

“With newspapers, we were 
able to achieve the greatest con- 
centration at the lowest cost. The 
flexibility of this medium made 
it possible to time our advertising 
to meet the many delivery prob- 
lems caused by constantly chang- 
ing dates of car shipments from 
England. 

“We are fully convinced that 
newspaper advertising promotes 
quick actipn, In many cases 
Hillman Minx prospects have 


(One of the Fattorini Group) 
Makers of the F.A. Blazers for the 1950 World Tour and 


the 1951 Australian Tour, 


Caps, Rugby League Blazers, Ties, etc. 


Presentation 
All forms of 


International 


Sports Club clothing and school clothing. Our Honours 


Caps for Football are in the 1951 Exhibition. 


‘in a promotion booklet. 


arrived at dealers’ showrooms 
with actual advertisements in their 
hands. 

“With such positive evidence 
before us, we will continue to 
make full use of daily newspaper 
advertising.” 

Here is another example, con- 
tributed by Mr. T. M. Maltby, 
sales manager, Maltby Brothers 
Ltd. who distributes Wisdom 
toothbrushes for Addis Ltd.: 

“In Canada there are 65 prim- 
ary (daily newspaper) markets 
spread over a distance of 3,500 
miles, When one considers that 
in the State of Ohio, U.S.A., there 
are 86 markets, one appreciates 
the magnitude of the problem of 
laying down goods with a proper 
degree of. availability so that 
advertising may move these goods. 

“Bearing in mind the nature of 
the foregoing problem, our recom- 
mendation was that Addis 
Limited tackle certain markets— 
that through our efforts they 
strive to get the maximum degree 
of availability at drug stores .. . 
and then gear their advertising to 
this fact to the ultimate end of 
sales. 

“We have found the daily news- 
papers extremely co-operative in 


Yj sbuelon 
4 FATTORINI 


International Conferences—the 1951 Festival—The Cup Final at Wembley— 


any type get in touch with Fattorini's, a name it is difficult to forget. 


FATTORINI & SONS LTD. 


GROUP OFFICES AT 


LONDON. BRADFORD. 
68 Victoria Street, 18 Canal Road, 
London, S.W.1!. Bradford. 


Tel.: TATe” Gallery 0703-4-5. Tel.: Bradford 22748-9. 
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making available to us the unique 
contacts that only they have by 
reason of having grown up with 
many of these Canadian cities. 

“As our sales staff worked each 
market they carried with them 
portfolios showing actual adver- 
tisements and dates these were to 
appear in the local daily news- 
paper. Our initial campaign was 
in Hamilton, Ottawa, London and 
Toronto. We were constantly on 
top of the distribution factor not 
only in laying down initial distri- 
bution in stores in these cities, 
but in making certain that they 
were in stock. 

“Through the success of distri- 
bution coupled with advertising, 
we were encouraged to progress 
to Windsor, North Bay, Sudbury. 

“We believe that we have a 
sum total of 75 per cent to 80 per 
cent retail outlets in the cities in 
which we advertise at present. 

“We advance this opinion— 
shared we feel sure by the 
C.D.N.A.—that the major prob- 
lem of U.K. lines is to get com- 
pletely adequate distribution so 
that potential users are not in- 
convenienced in any way in seek- 
ing to purchase. When this main- 
tains, daily newspaper advertising 
has demonstrated time and again 
that it can move goods cheaply 
and effectively.” The advertising 
agency responsible is Ronalds 
Advertising Agency Ltd. 

All of which goes to show how 
our exports to Canada in 1950, 
valued at nearly $378 million, 
showed an increase of more than 
50 per cent over 1949. 


every one of them a famous occasion with the Fattorini product the mark of 
distinction. Our Birmingham factory makes the Gold F.A. Cup Medals—the 
metal and enamel name-plates for many famous cars—the metal and enamel 
name-plates for many popular radio receivers and refrigerators. From Trade 
Union badges by the thousand to long-service medals designed and struck by 
craftsmen Fattorini’s produce the answer to the problem and, what is more, 
they deliver to time as well. If an advertising campaign requires a badge of 


MANCHESTER. 

26 Corporation Street, 
Manchester 4. 

Te!.: BLACK friars 2857. 
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The Nottingham Journal 
Nottingham Evening 
News 


Football News 
(Nottingham) 


Lincolnshire Chronicle 
(Lincoln) 


Lincoln, Rutland and 
Stamford Mercury Series 
(Stamford) 


The Bedfordshire 'T, 
The Bedford 
Seri 
e 


Evening Advertiser 


(Swindon) 


The Wiltshire Gazette 
(Devizes) 


The Oxford Ti 
Oxford Mai 
North Berks 


a 
W|P 


COVERS THE PROVINCES 


ADVERTISER'S WEEKLY 


Northumberland Gazette 
(Alnwick) 
Blyth News Ashington 
Post 
The Shields Evening 
News (North Shields) 


The Shields Gazette 
(South Shields) 


The Football Gazette 
(South Shields) 


Durham County 
Advertiser Series 


Darlington and Stockton 
Times 


The Northern Echo 
(Darlington) 


Northern Despatch 
(Darlington) 


Yorkshire Observer 
(Bradford) 


Telegraph and Argus 


(Bradford) 


t (Bradford) 


(York) 
alton Gazette 


‘unday Mercury 
(Birmingham) 


Sports Argus 
(Birmingham) 


Westminster Press papers 


REACH ENGLAND’S PROSPERITY AREAS 


The Westminster Press have over 30 newspapers 
situated in the most prosperous centres of industry and 
commerce Outside the London area. Many millions 
are spent weekly by the people who read these papers. 
For instance, in the area covered by the Westminster Press 
papers of the Birmingham district, it is estimated that 
a minimum of £4,000,000 is spent every week on adver- 
tised goods; the Northern Echo has the same minimum 
spending in its area; and the Yorkshire Observer 
covers a population buying at least £2,200,000 worth of 


goods every week. And these papers “ belong ™ to the 
areas where they are published and read. They have a 
great personal appeal to every one who reads them, 
because they reflect the life of the community in which 
the people live and work. Local events are news to 
these people—and they find them fully reported and 
discussed in their Westminster Press Newspapers. Make 
sure you are “getting to” the people who spend in 
England's Prosperity Areas by placing advertisements 
regularly in the newspapers of the Westminster Press. 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD., 167-170 FLEET STREET, LONDON, E£.C.4. CEN.3265 
Leeds Office : Russet} Chambers, Merrion St., Leeds 2. Tel : Leeds 24998 Manchester Office : Midland Bank House, 26, Cross St., Manchester 2. Tel : Blackfriars 3930 


et —— Sz al a we cae | gf = Co PN ek ite se ae oe a Yi eS ag. ‘wa aa i j 
Re er Me otis eda. SR eee. — a a 
x . « K Z = ’ 
i ree a 
: Jury 5, 1951 49 SC Cs a 
: The Westmothad Gazette i 
NortiN\Kestern = % " 
Evening Mal Barrow) Nw . 
. a 
3 
Barrow NewS Series ae Z 
. ee : : 
— mes _ 
‘ ie en a 
: (jam eiises ; x 
Morecame Guardian §& a ae 4 
; on : 
bese me fi gee) ; i 
ES ut = 
9 ere es iat Jp : 
” a” oy deo ig = a 
‘a P32 ve ig i a 
' Sy as peocecesotestins a 2 
psese oeiree setae Es y 
, Be Resese ee PS . 
' ines a ae a : 
br renee a ae ee shire Observer 
i seers : ge F AEs a 
eye a g : peat nae a : 
‘i Jl. Yyy POOL : fe Y ire Sports 
*) jQoé“»3='“,, SLRS ae (Bradford) : 
Wy. “4a seer he ; ; 
iG % Wy Y RR Ue Keighley News 
1) Y Yy Rotereneee Pee a ' 
F ee Y 4, YY Ss shire Gazette 
a a YW Y ia te Se  Sedpiire Gaze | 
e The Wiltghiré Herald YY i) ia rae A | 
pee and Adygftiser (Swindon) eo e y i 
ae i ay 4 
pe F ' a Ys Birmingham Gazette 
tg 
Se (S) : PE 8 ' ; 
rs aes oh Yy E Despatch : 
e33 icin, Y, (Birmingham) | 
ee * Y b ; ‘ 
Dae: L 
ae. Y 
a : r 
i a 
. a J 
’ — 
od Se : 
" 
° ip 
x ss 


ADVERTISER'S WEEKLY 
LS REN ier an sana: 


Planners 
and 
Producers 
of 
DIRECT 
MAIL 


RESULTS 


IF 
IF 


IF 
IF 


IF 


your campaign Is directed 
to the general public 

you wish to approach 
selected groups of 
consumers 

you want to contact any 
particular trade group 

you must mail to any or 
several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEI5 
Telephone : NEW CROSS 5541 


Together with our associate company 
SIMMONDS PRINTERS LTD 


li you desire 
ENERGETIC and 
EFFICIENT 


REPRESENTATION 


for one or a group of home 
or overseas publications, a 
complete and competent 
service is at your disposal. 
We already handle many 
influential provincials, in 
addition to the British 
representation of journals 
in South and West 
Africa, Rhodesia, Canada, 
Australia, India, 
Pakistan, etc. 

Proprietors of reputable media are invited to 

contact 

Managing Director 


NEWSPAPER 


REPRESENTATIONS LTD. 


231-2 STRAND, LONDON, W.C.2 
Telephone : City 5906/8 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W.1 


Priestieys 
FOR DISPLAY & SCREEN PRINTING 
LONDON TEL: TRA 4277 
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Ecxronn wanscrine 
Round The World... 


fig! say that if your adver- 
tising is interesting enough 
someone is sure to tie in with 
it voluntarily. Which is what 
happened with the advertising for 
the British Industries Fair put out 
by Hewitt, Ogilvy, Benson & 
Mather, Inc., in U.S.A. : 

Shortly after their campaign 
ended—during the run of the 
Fair, in fact—Wallachs, a quality 
men’s wear chain store ran an ad- 
vertisement headed “They Call it 
the B.L.F.” This ad., one of a 
daily series of “reader advertise- 
ments” the firm runs in the New 
York Times and New York 
Herald Tribune, was in the shape 
of a newspaper report from 
London: 

“We have been to the British 
Industries Fair, shopping for 
men's wear for Wallachs cus- 
tomers. The Fair was shared by 
two cities, with the heavy industry 
exhibits in Birmingham and all 
the rest in London. 

“Its international character 
was impressed upon us the 
minute we arrived. We got into a 
queue to inquire the way to men’s 
clothing. Ahead of us in the line 
were French, Dutch and Austra- 
lian visitors. ... 

“The British are clearly mak- 
ing great efforts to recapture 
export business lost during the 
war and the progress they have 
made during the past year or two 
was noticeable. There is greater 
variety and better quality. 

“As usual the best 
reserved for export. 
at the Viyella 
instance... .” 


* * x 


WHILE ON THE subject of 
exports to U.S.A.: The Central 
Office of Information have 
brought off something of a scoop. 
Their colour film, “The Dancing 
Fleece,” which features the 
Sadler's Wells Ballet, has been 
booked for a New York run. The 
film, intended to promote British 
woollen fabrics among American 
women, is to go on (together with 
“The Browning Version”) at the 
Sutton Theatre, an exclusive 
cinema frequented by the more 
discriminating picturegoers. 


* * * 


AN ITALIAN businessman has 
made a surprising pronounce- 


stuff is 
We stopped 
exhibit, for 


| ment. After surveying the fabrics 


market in Australia, he went on 


| record with the assertion that the 


purchasing power of 8 million 
Australians is to-day equal to that 
of 48 million Europeans. 

He is Mr. A. Gallone who 
represents one of Italy’s leading 
textile companies in Milan. He 
spent nearly four months assess- 
ing the market and will recom- 
mend that his company open a 
printing plant in Australia. 

__ Mr. Gallone said that if mach- 
inery could be exported from 


Italy and a licence obtained from 
the Australian Government, his 
company could begin operating 
the plant next year. 


* * * 


THE’ POPULATION of Australia 
increased by just over 250,000 in 
1950. Of these new inhabitants, 
152,000. were immigrants. “ The 
balance is ascribed to “natural 
increases.” 

Population in December, ac- 
cording to recently issued Federal 
Statistics, was 8,315,000. Of the 
total, more than 3,250,000 live in 
New South Wales, nearly 
2,250,000 in Victoria, just over 
a million in Queensland, 712,000 
in South Australia, 573,000 in 
Western Australia, 294,000 in 
Tasmania, 20,000 in the Capital 
Territory, and 15,000 in the 
Northern Territory. 


* * * 


IMAGINE A rate card in the form 
of a booklet of 36 pages. That 
is precisely what Albert Milhado 
& Co., Ltd., have just issued for 
the 504 publications they repre- 
sent. 

New facts that have emerged 
from this edition are that the 
firm now represents a number of 
official Yugoslav papers; that it 
has taken over representation of 
the Italian magazines Oggi and 
La Tribuna Illustrata, and of the 
Mortensen’s Publishing Co., of 
Norway, which publishes Norsk 
Ukeblad, Norsk Dameblad, and 
Vi Menn. In Holland, they have 
obtained sole representation for 
the women’s weekly, Margriet, 
and the illustrated, Week in Beld. 

* * ” 

“Over 2,000 a Week”... 
That is the export record of 
Nuffield Exports Lid. who, on a 
plant originally designed to 
export 450 vehicles a week, nearly 
doubled their 1949 figures with 
the 1950 total of 105,872. 

The story is told in a booklet 
produced by the central publicity 
department of the Nuffield Organ- 
isation. The operation is traced 
from inception at the factory 
through all stages of marketing, 
packing, selling and oversea 
servicing. 

os * + 


ALL TOO RARELY do industrial 
and technica] magazines concern 
themselves editorially with ad- 
vertising other than in a super- 
ficial way. 

It is interesting, therefore, to 
read a 16-page feature covering 
the daily, weekly and periodical 
Press of Ireland, in /rish Industry. 


* * cd 


THE ARTICLE on the Indian 
daily Press (“Overseas Marketing 
& Advertising” June 7 issue), by 
M. H. Broom, was extracted from 
a speech to the London Associa- 
tion of British Empire News- 
papers Overseas. 
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Looked up to in the 
anDETu WEST 


"a “LIVERPOOL 
i se ee Oe. 


As it keeps vigil over Merseyside’s 
Commerce and Industry, people look up 
with affection at the Liver Bird, fror 
which the city of Liverpool is popularly 
believed to derive its name. 

Merseyside also looks up with pride 
to the “Liverpool Daily Post” and the 
“Liverpool Echo.” These famous news- 
papers have grown up with the people 
and area they have served so long. They 
are now as symbolical of their city as the 
Liver Bird itself. For people here, and in 
the North West, the day starts with 
“The Post” and finishes with “The Echo “ 


THE LIVERPOOL DAILY POST 
AND ECHO LIMITED 


Victoria Street, Liverpool |. Phone Central 8400 
132-4 Fleet Street, London, E.C. 4 Phone Central 7656 
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Market Potential Should Govern The Price 
You Pay For A Show 


AKE no mistake about 
M:: people do not want 
to hear your commercial 
announcements. They tune in 
to a sponsored programme only 


if they like the show. 


One’s first inclination, there- 
fore, is to go out and buy only 
the best: hire the top B.B.C. 
crooner, for instance; record the 
first programmes before a “live” 
audience at the Palladium, and 
then hope for the best. 

But that best may not be so 
soon in coming as you had hoped. 
Your crooner, you might discover, 
depends very much gn national 
Press publicity for his popularity. 
But when he leaves the limelight 
of the B.B.C. he ceases to be news; 
and not even a poster campaign 
will do a great deal to improve 
listenership on a wavelength that 
is difficult to find. 

And what about the cost? In 
the normal advertising sense, can 


Choosing A Show 

What shall we spend on 
the “entertainment” part 
of our show? Where do we 
get artistes? May we use 
records? What of foreign 
languages? And local 
taste? 

These are some of the 
questions that confront the 
intending sponsor. Here 
are some answers. 


expenditure of considerable sums 
of money per programme be justi- 
fied by the only standard that 
really matters—hard sales? 

The advertiser is apt to find 
himself in a considerable dilemma 
in this selection of programmes. 
On the one hand, he must get a 
show good enough to make 
people want to listen. On the 
other he is faced with an upper 
expenditure limit set by his esti- 
mation of the potential of the 
market he is attacking. 

There are, of course, pro- 
grammes with considerable fol- 
lowing that cost very little to 
produce. Radio Luxembourg 
carries one example, a quiz 
league featuring speedway or 
football stars. The programme 
is recorded in small villages all 
over the North of England. 
Audiences are easily found. Total 
expenditure consists of little more 


than the fee for the quiz partici- 
pants and for the questionmaster 
—announcer; no band, no top- 
line artiste, not even any copy- 
right fees for material used. 

The difference between this 
programme and the crooner’s— 
the difference which makes one 
very successful and the other 
perhaps only partly so—is this: 
the footballers and speedway 
riders have large followings in 
their main occupations. They 
get a great deal of Press publi- 
city for their playing or riding. 
The same applies to film stars and 
even actors established in the 
West End of London. But not to 
radio stars, because they must 
leave their normal haunts (B.B.C. 
programmes) and forego the pub- 
licity they used to get. 

The problem of programme 
selection becomes even more 
complicated when the market one 
is approaching _is either very 
small—such as Malta—or one 
where more than one language is 
current, such as Singapore. 

The most important considera- 
tion in selecting a show for such 
markets is that it should “click” 
with the local listener. Wherever 
possible the selection should be 
made on the’ spot either in con- 
sultation with the manager of the 
local radio station or by the local 
agent. 

Local radio stations themselves 
are often able to offer shows to a 
sponsor. There may be a well- 
tried local concert party which 
every listener already knows, or 
an audience participation show, 
talent spotting contest, quiz or 
such-like programme that has 
fallen vacant. These shows will 
be right up to the minute with 
local trends and news. Also, 
because the participants will prob- 
ably be well known, locally, the 
shows will have a local atmos- 
phere that cannot be captured 
with a London-produced pro- 
gramme. _ All the pitfalls that 
might offend, for instance, a 
Maltese listener, will automatic- 
ally be avoided by these show- 
men who know their audience. 

Another point here: The 
censorship rules on one or two 
local stations are not up to B.B.C. 
standards, and some of the local 
shows get pretty close to the bone. 
But that, again, is what the 
audience expects. For an out- 
sider to attempt this kind of pro- 
gramme would, clearly be 
ludicrous. 

Management of these local 
shows is normally undertaken by 


RADIO JAMAICA 


_COLGATE PALMOLIVE — PARADE 


Considerable “hear-say” publicity of great value accrues to the sponsor 
of local talent-spotting shows such as this one for Colgate over Radio 


Jamaica. 


the manager of the station and 
charged at cost. The same applies 
to audience-participation shows 
which serve him as publicity and 
talent shows which, like request 
programmes, give an indication 
of effective listenership. 

The second type of show—less 
expensive even than the local 
“live” show—is the record pro- 
gramme based on the library of 
the local station. Again, it is im- 
portant that local taste should be 
considered. The station manager 
will know from his request letters 
what is most popular at any time. 

Alternatively, a request pro- 
gramme can be run on the lines 
of “Housewives’ Choice.” This 
gives individual advertisers a 
clear indication of the pull of 
their programme. 

Such, then, are the programmes 
which are available to sponsors 
going into many of the smaller 
markets or into areas where 
English is at best one of several 
current languages. There are, 
however, many stations serving 
areas where audiences are more 
inculcated with the “sophistry of 
Hollywood.” Local shows do not 
have the required slickness of 
production or the standard of 
artistic talent. The problem is: 
How to bring this audience the 
standard of entertainment re- 
quired, within the budget allowed 
by the potential of the market. 
And the answer lies with the 
transcription libraries. 

Transcriptions—that is record- 
ings of top-line programmes from 
other markets where “live” shows 
on that level are economic—used 


The cost is wel! within the potential of most markets. 


to be treated with some distain. 
Against the standard of enter- 
tainment, the slick production 
and the “name” of the pro- 
gramme or stars, was set the 
inflexibility of the show, the lack 
of local colour and, in the early 
days, the poorness of the repro- 
duction. The stigma is quickly 
disappearing under expert editing 
and with new technical develop- 
ments in the recording of shows. 
Further, the sponsor holds com- 
plete control over the content of 
the programme. 

In America a number of 
libraries have sprung up which 
supply such transcriptions. But 
they will deal only with the 
stations and charge them accord- 
ing to the listenership and mar- 
ket potential. 

The stations normally offer 
these programmes to sponsors at 
cost. These charges are astonish- 
ing by their lowness. Over ZBM 
Bermuda, for instance, tran- 
scribed programmes of  top- 
ranking U.S. shows are supplied 
by the station at from 17s. to 50s. 
nett per quarter of an hour! 

Sponsors can also get tran- 
scriptions of British shows. But 
these are not available through a 
library service. 

Among the shows so available 
is—or was, for it is probably sold 
by now—the one your ex- 
B.B.C. crooner did for you. No 
doubt when the show’ was 
first recorded it was known that 
there would be takers for it in 
other markets. Priced on that 
basis, it certainly cost the original 
sponsors less. 
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The Manchester Guardian 


extends a welcome and an invitation to all delegates attending the 
International Advertising Conference, 1951. A welcome to this Britain 


of Festival Year and an invitation to accept a copy of our cheerfully 


‘ 


Dickensian fantasy ‘ Micawber Never Advertised With Us’, a Festival 
brochure which has called upon the shade of Charles Dickens for 
its words and Fredrick Barnard for its illustrations. 


A copy is ready for you if you will write to 


W. McMILLAN ADVERTISEMENT DIRECTOR 
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ATHERING for the 

international Advertising 
Conference are the delegates 
of many lands. 

Old acquaintances are being 
renewed; new friendships are 
destined to be forged in the 
fellowship which the Conference 
will engender. 

With the object of introducing 
delegates to each other publicly, 
I intend giving a series of pen- 
pictures of some of the person- 
alities from overseas in the 
specia! Conference issues which 
—— WEEKLY will pub- 
ish. 

The limelight will fall im- 
partially—on the big names and 
on those for whom the future is 
still fair with promise. 


* * * 


HEARTY. handsome,  sandy- 
haired Fairfax Cone is something 
of a legend in American business 
and advertising circles. This is. 
in part, explained by the fact 
that he “heads up” (as they say 
in America) one of the biggest 
advertising agencies in the States, 
the firm bearing his name, Foote, 
Cone & Belding. And it is partly 
because he is the well-known 
creator of many of America’s 
most widely discussed advertising 
campaigns. His reputation and 
high regard among important 
business people is largely the 
result of the fact that Mr. Cone 
is his own, unique man. In his 
long years in advertising, Fairfax 
Cone has never made an enemy. 


Muriel Tolle 
Vice-President- 
at-Large 


So say his friends—and they are 
legion. 

Homespun is the word for Mr. 
Cone. He has a disarming way 
about him; no high pressure, 
nothing high hat, he has soft- 
spoken simplicity and charm of 
manner that puts his listener at 
ease, 

Few men have given so freely 
of their time to the advertising 
profession. Mr. Cone has just 
finished a year as chairman of the 
Association of American Adver- 
tising Agencies. Currently he is 
the chairman of the Advertising 
Council. He is a trustee of the 
University of Chicago; a director 
of the Chicago Association of 
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Service that Scores 


So many good ideas fall to the ground for want 


of the professional touch that could get them 


over with the public. 


It's part of the Harris 


service to put other people’s ideas across with 


the extra bit of drive that makes all the difference. 


This is the sort of co-operation that adds to net 


profits and brings in returns that mean business. 


It's definitely to your advantage to ask Harris 


about it, 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


S. J. van den 
Bergh : 
man of action 


Commerce and the Chicago Com- 
munity Fund; and a member of 
the board of directors of the Ad- 
vertising Federation of America. 

In his personal life and in 
business, Mr. Cone js a bit of a 
perfectionist. His large Chicago 
offices (which he designed himself 
and which house some 420 em- 
ployees) are an outstanding ex- 
ample of how order can be 
brought into a business that is 
sometimes disorderly. As on a 
ship, a full-time painter is em- 
ployed to keep the premises spot- 
less The whole building is 
designed functionally with plenty 
of informal conference rooms to 
make it a practical workshop. 
Among other unusual features. 
every office, including his own, 
is exactly the same size. Mr. Cone 
explains this by saying, “This is 
a democracy.” 

* * 

AN ARTIST with scissors at the 
Battersea fun fair provided the 
black and white picture of New 
Zealand’s John V. Hott. This is 
typical of Hlott’s unconvention- 
ality. A former middleweight 
boxing champion in his owm land, 
one of his best stories is how he 
won a fiver in a boxing booth at 
the Derby and, with two ex-Army 
pals from New Zealand, con- 
verted it into £57 10s. 

Within the ropes Ilott packed 
“a solid right rip” and won most 
of his fights by knock-outs. Be- 
tween times he sang in opera as a 
“second rate amateur baritone.” 

The firm of J. Hott Ltd. 
Wellington, was founded bv his 
grandfather nearly 60 years ago. 
For 25 years it has operated its 
own London agency. John takes 
no credit for these records. His 
father and grandfather did the 
spade-work. Despite his modesty 
on this score he has helped 
spread the family name through- 
out the world. 

He is immediate past president 
of the New Zealand Junior 
Chamber of Commerce Inc., and 
also immediate past vice-president 
of the Junior Chamber Inter- 
national to which over 20 nations 
are affiliated. 

a * * 
MAN OF ACTION. Sidney J. 
van den Bergh is well qualified 
to introduce the subject “What 
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By CONTACT 


more can advertising do to help 
international trade?” 

A distinguished commercial 
career has taken him to many 
lands. Less is known, perhaps, 
about his military exploits. 

Mobilised in 1939 (he had 
served also for two years in 
World War 1) he was with the 
Netherlands Army in England. 
U.S.A., Canada, Belgium, and in 
the Netherlands East Indies. He 
was Quartermaster General of 
the Netherlands Forces from 
1945 until demobilised in 1946. 

He became Chevalier in the 
Order of the Netherlands Lion: 
Officer of the British Empire; and 
Officer of the American Order of 
Merit. 

He returned to Lever Brothers 
and Unilever Ltd., London, as 
contact director for the South 
East Asian Group. On January 1, 
1948, he took over, temporarily, 
managership of the German 
interests of the Unilever group. 


* - - 
MARRIAGE to an advertising 
man brought Muriel Tolle of San 
Diego into the business. She be- 
came assistant to her husband in 
the agency of which he was vice- 
president. Shortly afterwards 
they opened their own agency. 
That was 20 years ago. 

Now, as vice-president of the 
Tolle Company, she acts as copy 
chief and media buyer, doing a 
modest amount of client contact- 
ing and some general administra- 
tion work also. 

In addition to serving as a 
director, vice-president, and now 
president of the San Diego Adver- 
tising and Sales Club, Mrs. Tolle 
was secretary-treasurer and then 
president of the San Diego Asso- 
ciation of Advertising Agencies 
(and incidentally, first woman to 


WEEKS WISECRACK 


~ 


“,..and I suppose you 
don’t remember playing 
igloos under the dinner- 
table with that lady dele- 
gate from Greenland.” 
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ADVERTISERS USE 
ABC FILM REVIEW 


Among the famous advertisers 
who have already taken space 
in AB.C. Film Review are the 
following household names :— 
Caleys 
Cantrell & Cochran Ltd. 
Double Ace Cigarettes 
Gordon-Moore’s Toothpaste 
Lux Toilet Soap 
Lyons Ice Cream 
Mackintosh's Toffee 
Nescafe 


7,200 REPLIES 
IN ONE MONTH 


Bob Barron received 7,200 
replies in one month to 
“Record Round-Up"’ questions. 


ADVERTISER'S WEEKLY 


We know we've set a high standard and we intend to maintain it — but we 
also intend to keep our prices down — if it’s humanly possible. A.B.C. Film 
Review only started as a monthly magazine this year—and already we can 

announce that our average net sales for the first three months were 


987,708 


per month. Many publications have been forced to increase their space 
prices—but, in spite of constantly rising costs, our price for a full page 
is still only £200. What's more we intend to hold out against an 
increase as long as we can — and in any case, we will fulfil all 
contracts that we enter into at the present rates. 


REACH THE FAMILY MARKET THROUGH 


A.B.C. Film Review 


. 131-134 NEW BOND STREET, LONDON, W.!. MAYFAIR 5991 
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Go to the Country in The Field 


“The Field ’’ has more than doubled its circulation since the 
war. It is read today by countrymen and country lovers all 
over Britain. If you want to bring your goods or services to 
the notice of people whose special interests are rural, agri- 
cultural or sporting, you cannot find more fertile ground than 
“*The Field.’’ And because it is so informative on so many 
varied subjects the readability of *‘ The Field *’ is quite as high 
as its readership ; it is looked at carefully and attentively from 
cover to cover every week. Advertisements stand a better 
chance in ‘‘ The Field.”’ 


The Field THE COUNTRY NEWSPAPER 


ADVERTISEMENT MANAGER: A. NELSON ALLEN 
8 Stratton Street, London, W.| Telephone : Grosvenor 3592 


MEMBER OF THE A.B.C. 


GORDON’S 
for | 


SCREEN PRINTING 
SCENIC MURALS 
DISPLAY UNITS 


POSTERCRAFT 


GORDON’S PUBLICITY LTD 
IMPERIAL BUILDINGS 
OXFORD ROAD MANCHESTER 


PHONE: ARDWICK 2773 


J. Paul Hoag 


achieve these top positions) <A 
director of the Advertising As- 
sociation of the West since 1947, 
she is now vice-president-at-large, 
its top feminine office. 

Mrs. Tolle’s hobby appears to 
be serving on civic committees. 
Her interests range from aviation 
to the Y.W.C.A., and among a 
host of other public duties she is 
secretary of the San Diego Civil 
Defence Public Advisory Com- 
mittee. 

She holds a season ticket for 
the San Diego Starlight Opera 
Association and the local Globe 
Theatre (the latter a successor to 
the Old Globe Theatre which was 
devoted to Shakespearean plays 
during San Diego’s 1935-6 World 
Exposition). 

a + * 
J. PAUL HOAG is president of 
the advertising firm of Hoag & 
Provandie, Inc., of Boston, Mas- 
sachusetts. 

He has been in advertising 25 
years. 

It was in January 1947 that Mr. 


| Hoag and another Boston adver- 
| tising executive, Paul Provandie, 
| formed their own agency, serving 


a group of prominent New 
England and national advertisers. 

He has served for several years 
as a director of the Advertising 
Club of Boston and was president 


| of the Club in 1949-1950; is a 


past-president of the Boston 
Sales Managers Club, vice-chair- 
man of the New England Council 


| of the American Association of 


A. M. Patel, leading Indian agent 
and proud papa. 


Advertising Agencies and director 
of the Advertising Federation of 
America. 

Mr. Hoag lives in Wellesley 
Hills, Massachusetts, a_ lovely 
residential town 14 miles south- 
west of Boston. He has two 
children—J. Paul Hoag, Jr., a 
sophomore at Harvard College, 
Cambridge, Massachusetts, and 
Joan, a high school sophomore. 

His hobbies include fly fishing, 
which he enjoys at his summer 


Florence Gardner 


Adolf Wirz 


home on Squam Lake in the 
White Mountains of New Hamp- 


shire. 
. * 

IN 1918 an extra girl was taken 
on in the office of the San Fran- 
cisco Advertising Club at the 
time of the International Adver- 
tising Convention held in that 
city. She has been there ever 
since—but not as a stenographer. 
To-day she is executive director. 
And the name? Florence Gardner, 
of course. 

Many are the advertising 
notables she has welcomed on 
her own ground—and many are 
the friendships she is likely to 
renew in London. 

On her 20th anniversary with 
the Club she was presented with 
a car; on her 25th with a 
diamond studded watch at a pub- 
lic luncheon. Which shows what 
they think of Florence in ‘Frisco. 


* * + 
MANY advertising men have a 
sound knowledge of psychology. 
Adolf Wirz, of Zurich, is one of 
the few who appreciate how short 
is the step from this vantage point 
to philosophy. What we need 
to-day, in his view, is activity and 
contemplation. Philosophy gives 
freedom, without which there is 
no real happiness. This, in 
essence, is the creed which Wirz 
expounds with winning grace 
and stimulating style. 

It was in 1935 that he founded 
his own agency, which includes a 
very active market research or- 
ganisation. 

Home-life, with four children, 
would appear to leave little time 
for contemplation, however. An 
old Boy Scout, Wirz spends many 
week-ends with his boys in the 
open air. 

om x * 

THE REMARKABLE growth of 
the Walsh Advertising Company 
of Canada in recent years is due 
very largely to the enterprise and 
tireless energy of its president. 
W. George Akins. The period 
during which he managed the 
Toronto office and later owned 
the company, saw firms such as 
Parker Pens, B. F. Goodrich and 
Bowater’s Newfoundland Pulp 
and Paper Mills switch to Walsh. 

Akins began his career working 
for a number of newspapers, and 
for four years operated a free-dis- 
tribution weekly in Kingston. 
Ontario. Then he decided that 
advertising was his field. He 
joined E. W. Reynolds & Co.. 
and left to become Toronto 
manager of Walsh in 1939. A 
year later he was a director; 
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INVITATION 


CLIFFORD BLOXHAM AND 
PARTNERS LIMITED 


We are holding ‘Open House’ during Conference Week 
and we do most cordially invite delegates to see a small display of 
practical advertising for Brookes Biscuits, E. Griffiths Hughes Ltd. 
(Baxen), Elastoplast, Eversharp, Gaydec Brushes, Lilia, Lilain, Needle 
Industries, - Schweppes Mineral Waters, Slumberland, Tokalon, and 
Williams and Williams Ltd. ~ Just call in whenever you are near 
St. Ermin’s or Central Hall, Westminster ; or phone us if you 
prefer at Abbey 1347. 


CLIFFORD BLOXHAM AND PARTNERS LIMITED + CHANDOS HOUSE, PALMER STREET, LONDON, S.Wa 
MARKETING - ADVERTISING - PUBLIC RELATIONS 
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Me OT Oe ore sees 
PRINTING 


AT ITS BEST 
Weare in a position to undertake the uction of an estab- 
lished Weekly or Monthly Journal in y or Medium 8vo. 
Our service also includes the production of high-class 


Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 


TYPOS HOUSE, MAYBANK ROAD, LONDON, E.i8 


Telephone : BUCkhurst 1252-1002 
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W. Geo. Akins Eric Elinder F. Hullaert 

finances did not permit. While 
here, he hopes to make some use- 
later, in ful contacts for their visit in 


another, and he was vice-presi- 
dent. In 1944 he bought the 
agency! Two years 


A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND 


EMMOTT & CO. LTD., KING 
LONDON OFFICE: 21 


NEWS TO MATCH 


STREET WEST 
BEDFORD 


MANCHESTER3 
STREET W.C.2 ~ 


ARTISTS AND 


Hdd 


NUdece 


world-wide advertising for 


the engineering industry 


6, CAVENDISH PLACE, REGENT ST., LONDON, W.! 
LANgham 4204 (5 lines) 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 
For QUALITY and RELIABILITY 
‘Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 


3 Academy Buildings, Fanshaw Street, N.! 


Giants? 


. . . Photographic enlargements 
the story more effectively than words. 
Ask for details. 
Autotype, Brownlow Rd, W.13. Ealing 2691/3 


order to round out his organi- 
sation’s promotional services, he 
acquired Editorial Services, Ltd 

His severest test was the job 
of handling the advertising for 
the first Canadian International 
Trade Fair, held in Toronto in 
May 1948. The success of this 
Fair, followed by the even greater 
success of the second one, has 
made the Fair an annual event 
in the promotion of world trade. 

A progressive development in 
the Montreal office was the for- 
mation of a separate French de- 
partment. This is claimed to be 
unique for an English-language 
agency in Canada. It creates and 
prepares advertising for the 
French-speaking market, and 
does not simply act as the trans- 
lator of English advertisements 
into French. 


oa a a 
AGENT, copywriter, lecturer at 
St. Ignatius University (Antwerp), 
and a member of the Belgian 
Advertising Association is F. 
Hullaert. 46-year-old and pink- 
cheeked, Hullaert added to the 
number of his grey hairs while 
at Dunkirk on liaison duties with 
the First Infantry Brigade. 

After the war, he helped, as 
advertisement manager, to build 
up the success of Libelle, the 
Belgian women’s weekly. Now 
he manages his own small agency 
in Antwerp. 

He confesses to “not finding 
any inspiration in hot drinks or 
smoking.” Carpentry is his 
“agreeable, sometimes _finger- 
wounding, hobby.” 

t e « 
BUSINESS with pleasure is the 
objective of the visit here of K. 
Dannefeldt Béthner, owner of 
the Béthners Forlag publishing 
firm in Copenhagen. While here 
he will visit his friends at Ideal 
Capsules, Ltd., at Slough, for 
whose business acquaintances he 
acts as host when they visit 
Copenhagen. 

His favourite interest is making 
arrangements for congresses and 
visits of foreign guests. One of 
the purposes of his visit here is 
to study the organisation of a 
really large conference. 

Another hobby of his is choir- 
singing. He is president of the 
famous H.K. Choir, under Royal 
patronage, which has had many 
successful tours abroad. Indeed, 
it was hoped that they would be 
able to come to England in con- 
nection with the Festival, but 


either 1952 or 1953. 

He has been looking forward 
to hearing the Fleet Street Choir 
at the service for delegates. 

+ = * 
ALTHOUGH he is an M.A. of 
Uppsala and studied history, 
Scandinavian languages, litera- 
ture and art with a view to be- 
coming a teacher, Erik Elinder 
was never too sure that teaching 
was his true vocation. 

His first essay in propaganda 
was in recruiting a voluntary air 
raid staff during the war. In 1942 
he was appointed managing 
director of an organisation con- 
cerned with savings-bank publi- 
city and public relations. Only 
this year he became managing 
director of Wilh. Anderssons 
Annonsbyra. 

Just before the war, Elinder 
married a “teacher in the care 
of children.” This, he adds, 1s 
“entirely suitable, as we have 
five children, from three to 
eleven years old.” 

Blinder collects first editions 
of Swedish classics, and is 
especially interested in the litera- 
ture of Warmland, his native part 
of Sweden. 

+ * = 
LAST WEEK I gave brief pen 
pictures of some of the leading 
British advertising men behind 
the Conference organisation. Here 
are a few more. 

Ian Harvey, chairman of the 
Conference Press Relations Com- 
mittee, is young as things go (he 
is 37) and gives the impression 
of being a young man in a hurry. 
Already he has gone a very long 
way, but whether he will end up 
as a Cabinet Minister or chair- 
man of a big advertising agency 
is anybody's guess. 

He was president of the Oxford 
Union Society in 1935. During 
the war he was brigade-major of 


K. Dannefeldt Béthner (right) 
with Prince Knud, of Denmark. 
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What is management’s greatest asset ? 


ANYONE who searches deeply into the reasons for business 
success comes to realise this: 


The greatest asset Management has is the ability 
continually to bring fresh thinking to business problems. 
Because it can best reaffirm past decisions, confirm present 
policies, or detect a need for a change. 


So important is it, that providing fresh thinking about 
advertising and consumer-sales problems is the greatest 
responsibility of all who work at Young & Rubicam, Limited. 


Bird, Alfred, & Sons Limited, Birmi 
Custard, Jellies, Blancmange, Baking Powder 
Golden Raising Powder, Century Foods (Catering) 
Certo, Puddena, Spongie, Maxwell House Coffee 
Grape-Nuts, Post Toasties, Instant Postum 


Bird, Alfred, & Sons (Ireland) Limited, Dublin 
Custard, Jellies, Milk Pudding Mixture 
Tea-cake Mixture, Puddena, Spongie 

Chiswick Products Limited, Londen 


Nuguet Shoe Polish 


Time-Master 


Dentifrice 


Cluett, Peabody & Co., Inc., New York, N.Y. 
“ Sanforized " Service, Manchester 
“ Sanfor’’ (Continental) 


Company Limited, London 


It was just six years ago this month that the first 
Young & Rubicam-prepared advertisement appeared in 
the British Press. 


During these years, it has been impressed upon our people 
that they will be judged and rewarded on their ability to 
produce a steady flow of fresh thinking for our Clients. 


Apply such thinking with sound judgment, and you have 
an approach that Young & Rubicam is using to the advan- 
tage of the manufacturers of these fine and varied products: 


“a Thomas, & Co. Limited, Newcastle-on-Tyne 


Heinz, H. J., Company Limited, Londeoa 
Strained Foods, Pickles, Salad Cream 
Soups, and Institutional 


Ever-Ready Razor Products Limited, London Mars, Limited, 
Star double edge Blades 


Gibbs, D. & W., Limited, London 


. Slough 
Banjo, Spangles, Milky Way (Belgium) 
Reckitt and Colman Limited, Hull 


Steradent 


YOUNG & RUBICAM, LTD. Advertising 


ROUXBURGHE HOUSE, 285 REGENT STREET, LONDON, W.1 
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ST. HELENS & DISTRICT 


REPORTER 


PRESCOT & HUYTON 


REPORTER 


The only A.B.C. papers 
published from these towns 
averaged 


51,975 


COPIES WEEKLY 
July— December 1950 


r ~ 
Seeing the Sites? 


WEVE MANY 
“BEAUTIES” 
in 


LANCASHIRE 


4 posreR COUNTY 


THE IDEA 


134 FLEET STREET, E.C.4 
Telephone CENtral 7620 


73 CHURCH STREET, ST. HELENS 
Telephone 2285 (3 lines) 


i 


‘ cnOWCARDs 4 


gt CARDS STREAy, 


Consul. ps 
SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 314 ?+6 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
B EXPRESS £ 
DELIVERY 


*“~DAY-GLO’? PRINTERS 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 
245 VAUXHALL BRIDGE 


STER ADVERTISING 
Poe SOCIATION 


GREAT BRITAIN 
TRADE MARK 


** CELLOPHANE ”’ 


NOTICE Js Héfeby given that 
British Cellophane Limited, of 
Bath Road, Bridgwater, Somer- 
set, England, Manufacturer, is 
the owner in Great Britain of 
the following Trade Marks: 
“CELLOPHANE” 
which is registered under No 
341636 in Class 50 in respect of 
Sheets of Cellulose being goods 
not included in other classes, and 
“CELLOPHANE” 
which is registered under No 
538751 in Class 39 in respect of 
Cellulose wrapping and packing 
paper. 
The application of the word 
“CELLOPHANE” to gcods of the 
above-mentioned classes means 
that such goods are the goods of 
British Cellophane Limited and 
application thereof to any other 
such goods constitutes an in- 
fringement of the rightsof British 
Cellophane Limited. 


WARNING 


Such infringement will be restrained by 
legal action in the interests of customers 
and users, and of the owner of the above 
Trade Marks. 


RENART 
STUDIO LTD 
EALING 3362 


» 4644 
o ai 


ROAD 
VICTORIA - S.W.1 - TEL. VIC 0912-3 


SCREEN PRINTING 


lan Harvey 


an anti-aircraft brigade in 
Europe. Subsequently, for a 
time, he was lieut.-colonel in 
command of a Territorial regi- 
ment. Since 1949 he has been a 
director of W. S. Crawford Ltd. 
He is a member of the London 
County Council and of the Ken- 
sington Borough Council, and 
since the last election has been a 
Conservative M.P. Last year he 
was a member of the Advertising 
Association delegation to the 
Detroit Convention. He pub- 
lished a book Talk of Propaganda 
in 1947, and has just published a 
successor, The Technique of Per- 
suasion, 

This outline of the highlights 
of a varied career suggests both 
catholicity of interest and force- 
fulness of personality. Harvey 
has both. He exudes vitality. It 
is characteristic of him that he 
sometimes takes a dip in the 
Serpentine before breakfast—and 
not always in the height of sum- 
mer! 

oa * * 

J. H. BREBNER, adviser on pub- 
lic relations to the Conference 
organisers and chairman of the 
Transport and Accommodation 
Committee, is a man who has 
quite definitely arrived. As Chief 
Public Relations and Publicity 
Officer to the British Transport 
Commission, he holds one of the 
most important, and certainly one 
of the most highly paid, posts of 
its kind in the country. And 
he fills it with distinction and 
éclat. 

His reputation is international. 
He has, for example, recently 
visited Oslo and Bergen, as the 
guest of the Norwegian Govern- 
ment, to meet important indus- 
trial and official personalities. 
He holds American, French and 
Dutch decorations, in addition 
to the O.B.E. awarded him in 
1945 in recognition of his war- 
time services. He was a member 
of the Government committee 
that planned and created the 
Ministry of Information, served 
that Ministry with great success 
as Director of the News Division, 
and in 1943 was adviser to the 
— Minister of State, Middle 
“ast. 

When Sir Kingsley Wood was 
Postmaster General, Brebner was 
associated with him in popularis- 
ing the G.P.O. services by the 
introduction of “Greetings” tele- 
grams, “Tim,” the speaking 
clock, and the “Brighter Post 
Offices” campaign. Subsequently, 
he re-organised and ‘headed 
London Transport publ rela- 


J. H. Brebner 


Jury 5, 1951 


C. B. Larrabee 


tions, publicity and advertising. 
His brochure, Public Relations 
and Publicity, is one of the few 
British contributions to the 
bibliography of his profession. 
* + * 

ONE WHO has travelled exten- 
sively and reported on advertising 
and merchandising in various 
parts of the world is Clifford 
Martin, chairman of the Con- 
ference Publicity Committee and 
a member of its Organising 
Council and Exhibition Sub- 
Committee. Martin has been in 
advertising for forty years. It 
was in 1929 that he founded the 
Clifford Martin, Ltd., advertising 
agents and marketing consul- 
tants, 

Although a Londoner by birth, 
he was educated at Merchant 
Venturers College, Bristol. For 
ten years he organised the textile 
and fashions sections of the Daily 
Mail Ideal Home Exhibitions. 
Director of various industrial and 
commercial concerns, and author 
of text-books for advertising 
correspondence courses, he was 
a founder member of the Adver- 
tising Managers Club. 

Raising funds for charitable 
institutions, music and philately 
are among his interests. He is 
a Fellow of the Royal Society 
of Arts. 

= © © 

THERE IS an engaging modesty 
about C. B, Larrabee. He is at 
pains to point out that he was 
only a private in the World War 
1; that he likes to take photo- 
graphs but is not good enough to 
be called even an amateur photo- 
grapher; and that he gave up 
writing short stories when he 
found that “the income derived 
therefore was not large and that 
1 would never rival the great 
writers in ability.” 

Yet there must be something 
more than this to Larrabee. 
After a few months on a small- 
town Pennsylvania paper, he got 
himself a job on the editorial 
staff of Printer’s Ink in 1920, and 
has successively been associate 
editor, managing editor, and 
finally president and publisher. 

For a number of years he has 
been a director of the National 
Association of Magazine Pub- 
lishers. 

After his war service, he was 
one of a thousand American 
soldiers who spent about five 
months in Britain, “theoretically 
attending British universities.” 
He tells me: “I lived in London 
during that time and learned to 
love it as a home.” 
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A tecen€l production by.... 


ARTHUR MAIDEN LIMITED 


2 4 MOUNT PLEASANT LivegarPodcs 3 
ROYAL 1961 (3 LINES) 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION 
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NOW 


THE TIME 


To Place 


ADVERTISING 


for the winter 
range of 


SPORTS GOODS 


in 


HARPER’S 
SPORTS & GAMES 


The Weekly with the 
largest circulation in the 
Sports Trade 


* 


HARPER & CO.) 


8 Lloyds Avenue, 


| CURRENT ADVERTISING 
| 


“Corvette,” an entirely new 
range of toilet preparations for 
men, which will be on the market 
later this year, will be handled 
by Greenly’s Ltd., who have been 
appointed agents to Goya men’s 
division. 

A campaign to_ introduce 
“Corvette” to the public is now 
in preparation. First releases will 
be a broadsheet to the trade and 
display and other material for a 
nationwide competition tie-up 


Charrington’s Change 

Greenly’s Ltd. will shortly be 
handling the advertising for 
Charrington’s beer. 


with the Warner Bros. film 
“Captain Horatio Hornblower, 
R.N.”, being run in conjunction 
with A.B.C. cinemas. 

Competitors are being asked 
to identify the captains of famous 
ships and suggest a slogan for 
“Corvette.” A panel of judges 
from the three organisations will 
be joined by the editor of Men 
Only, and there will be 13 cash 
prizes and 100 additional special 
awards. The contest will coincide 
with the general release of the 
film in September. 

+ * * 


Autumn Campaign 
For Leather 


One of-the-argest “Leather for 
Health” . advertising campaigns 
ever to be run by the Leather 
Publicity Council starts in 
October. 

A half-page in the Daily Herald 
has been booked. Other media 
to be used includes national 
dailies, London evenings, national 
Sundays, provincial papers in- 
cluding Scottish, Welsh and Irish. 
The campaign will be supple- 
mented by a wide range of dis- 
play material. 

There has recently been in- 
creasing pressure from both 
repairers and retailers for a 
‘ national leather publicity cam- 


paign. 

The first “Leather for Health” 
campaign appeared over twenty 
years ago. alter George 
Ltd, are the agents. 

* . * 


More Programmes 
For Luxembourg 


Several] new programmes have 
been booked as a result of the 
new medium wave length trans- 
mission for Radio Luxembourg 
which opened on Monday even- 
ing. 

First in the field of advertisers 
was Horlicks with the starting at 


Greenly’s To Handle New 
Goya Line For Men 


7.15 p.m. on Monday evening of 
a daily quarter of an hour serial 
featuring the “Adventures of Dan 
Dare,” the popular Eagle strip 
character. 

The story used closely follows 
that which has appeared in Eagle 
over the last nine months. The 
serial will occupy the 7.15—7.30 
p.m. spot each weekday evening. 

“Opportunity Knocks,” which 
has been sponsored by Horlicks 
every Sunday, moves to the new 
wavelength on August 5. Cash 
prizes for listeners will shortly be 
introduced jin connection with this 
programme. 

Another new programme is 
“Reflections” featuring the voice 
of Larry Cross. This will be 
heard each weekday evening at 
10.30 p.m. and is sponsored by 
Carters Little Liver Pills. 

There will be an additional 
Wisk Half-Hour with Gracie 
Fields every Tuesday at 8 p.m. 

Currys Ltd., are the sponsors 
of a new show featuring 
Edmundo Ros. 


* Sd * 
e 

A New Cigarette 

The Lambert & Butler branch 
of the Imperial Tobacco Com- 
pany Ltd., have augmented their 
Waverley brand of cigarettes with 
a Waverley Medium line retailing 
at 20 for three shillings (as against 
the normal popular price of 20 
for three shillings and sixpence). 

There is no change in the 
quality of the tobacco used but 
the cigarette is slightly smaller 
in size. 

The new line was announced 
by agents, London Press Ex- 
change, Ltd., with a half-page in 
the Star last Wednesday. Other 
London evening papers are also 
being used. 

* * * 
ACCOUNTS MOVING 


From October 1 Armstrong- 
Warden Ltd. wil! again be respon- 
sible for the advertising of 
Ferodo Automotive and Indus- 
trial Friction linings, fan belts, 
and stair treads in the home mar- 
ket. The account was previously 
held by them from 1944-48. Last 
year they took over the overseas 
advertising again. 

* +. 7” 
NEW ACCOUNTS 


Stowe & Bowden Ltd. (Man- 
chester) have been appointed by 
Anny Lewinter Ltd., makers of 
ladies + ame 


* 
National Press advertising for 
Rhodell Models is to be handled 
by Auger & Turner Ltd. Another 
new account for this agency is 
Beehive Warehouse which was 


encircled the globe 
on Shell Motor Oil 


This interesting tie-up is appear- 

ing in national, provincial and 

motoring Press this month. The 

advertisement is the work of 
Mather & Crowther 


’ 


previously placed direct. 
* * * 


The Birmingham office of 
Ripley, Preston & Co., Ltd., have 
been appointed for Vane & 
Schofield, makers of portable 
wooden buildings, and are plac- 
ing this advertising in the farming 
and poultry Press. 

* * * 


NEW_CAMPAIGNS 


“Starmist” is the name given to 

a hair cosmetic marketed by 
Steiner Products Ltd. This pro- 
duct is sprayed on the hair from 
a polythene bottle incorporating 
an atomiser and is marketed in 
five shades. It will be advertised 
in women’s magazines. A show- 
card is also being prepared. 
eacock Ltd. are the 


* * 

F. John Roe Advertising 
(Manchester) are placing adver- 
tisements for “Zac” baby cream 
in News of the World, People, 
provincials and women’s weekly 
and monthly magazines. 

* * *~ 

National and provincial news- 
papers are being used by Alfred 
Pemberton Ltd. for a new cam- 
paign = Armour & Co., Ltd. 

* * 


Return of Lanalol hair foods is 
to be marked by a national 
campaign in national newspapers. 
Samson Clark & Co., Ltd. are 
the agents. Lanalol is distributed 
by Fassett & Johnson Ltd. 

* * * 

A new product of Pond’s 
Extract Co., Ltd—Pond’s Dry 
Skin Cream—will be announced 
in Daily Telegraph, Daily 
Graphic, general magazines, and 
women’s weekly and monthly 
magazines in September. The 
product will be introduced to the 
trade through five hairdressing 
and pharmaceutical papers. J. 
Ww. Thompson Co., Ltd. are 
the agents. 


agents. 
~ 


Remember—3 ‘A.W. Conference issues next week 
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Confidence 


is not the only quality in the world. 
But no other quality can exist without it. 
The attentive individual service, expert advice 
and wide experience of William Wilkens 


have earned the confidence over seventy-five years 


of a large international clientele in 


advertising to the German market. 


QB PARR BO OO AAT OE PRION IP EGE et OD et 


WZJilliam WJ ilkens 


Germany’s great Advertising Agents 
Hamburg, Jungfernstieg 7 Telephone 551666 


Branch Offices : Frankfurt a/M, Hanover and Cologne 
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THAT the committee report 
presented at the annual mect- 
ing of the National Federation of 
Grocers’ Associations opposed 
all forms of gift and coupon 
oem. 


* * 


THAT many hundreds of travel 
posters in current use in this 
country and on the Continent will 
be featured in the exhibition 
being run by the Regent Club in 
collaboration with the Polytechnic 
Touring Association during the 
International Advertising Con- 
ference. A. Kirkham, 
advertising manager, Polytechnic 
Touring Association and 
Baker, hon. secretary of the 
Regent Club, are seen here. 


We Hear— 


THAT one of the original Baird 


television receivers, belonging to 
Walters, radio and tele- 
vision correspondent of Odhams 
Press, is prominently featured in 
the showrooms of 
Electrical Ltd., of Shaftesbury 
Avenue, and in their window 
display. 
+ * * 
THAT some 5,000 people visited 
the Festival Exhibition of Con- 
temporary Embroidery in Bond 
Street organised by John Pinder- 
Wilson & Partners for the Em- 
broiderers’ Guild. The exhibition 
is now at Cavendish House, 
Cheltenham. 
. +. * 
THAT a live demonstration of the 
use of coke for the drying of 
grain crops and grass is the 
central feature of the Gas 
Council’s stand at the Royal 
Show which is being held at Cam- 
bridge this week. 
* * * 
THAT H. G. G. Welch, con- 
troller of H.M. Stationery Office, 
will receive the guests at the 
Government reception at Lan- 
caster House, St. James's, for 
members. of the seventh Inter- 
national | Congress of Master 
Printers on Sunday, July 22 


Philips 


Campaigns, 


STEREOS 


in 


PLASTOTYPE L” 


56, STAMFORD STREET. LONDON SE! 
WATeRtoo 5207 


Plastic Stereos are ideal for Overseas Advertising 
being heat-resisting, hard wearing 
and extremely light in weight for Air Mailing. 


| at Morecambe. 


Hats made specially for Canada were featured when Trans-Canada 
Airlines lent their window in Pall Mall to the Hatters’ Information 
Centre who tied up with the Calgary stampede. 


THAT Lyster Robinson, U.K. 
representative of the Jersey 
Tourism Committee, made the 
arrangements for the visit of 
national Press and magazine 
representatives to Jersey during 
vo Week.” 
* * 
THAT a advertising advisory 
council to the Dollar Exports 
Board has ceased to function, 
now that the Board has been 
replaced by a dollar exports 
advisory council. 
- * ~ 

THAT the executive committee 
of North Wales Resorts’ Associa- 
tion, meeting at Bangor on 
Friday, addressed a protest to 
the Board of Trade urging reduc- 
tion in the cost of paper, both 
to continue the publication of 
seaside guides, and to lower the 
cost of newspaper advertising. 


” *~ * 
THAT this is the 
DP new monogram of 


the Display Pro- 
ducers and Screen 


oseur coves Printers Associa- 
& scartn pmunrtns , 
ASSOCIATION tion. 
* * * 


THAT Haig-McAlister Ltd. ar- 
ranged the Press pre-view of 
“Burlacade” coats and suits for 
this autumn and winter last week. 


* * * 
THAT four members of the staff 
of St. Clements Press, whose total 
combined length of _ service 
amounts to 204 years, were each 
recently presented with a gold 
watch and chain, and, in one in- 
Stance, a television set. 

* * * 
THAT the annual show by the 
Fleet Street Players in aid of the 
National Advertising Benevolent 
Society will take place at the 
Fortune Theatre on October 31 
and November 1. 

* * * 
THAT Adolf Morath will speak 
on “Commercial Photography” 
at a lunch-time meeting of 
Liverpool Publicity Association 
next Friday, July 13. 

* - - 
THAT members of the publishing 
department of the Liverpool 
Daily Post and Echo Ltd., spent 
their annual outing on Sunday at 
Middleton Tower Holiday Camp 


THAT Phyllis L. Garbutt, prin- 
cipal of the Good Housekeeping 
Institute, is one of the four judges 
of the finals of the Festival Fare 
cookery competition, organised 
by the Women’s Gas Federation, 
to be held at the Park Lane Hotel 
on July 10. 

+ - * 
THAT as the half-way stage of 
the Festival approaches the sub- 
scription to the Festival and 
Radio Club (which is open to 
advertising and publicity folk) 
has been cut to £1. 

* ~ 7 
THAT the newsagents’ federation 
are seeking an interview with the 
President of the Board of Trade 
to discuss restrictive practices 
following what they consider 

‘very biased criticism of the 
newspaper trade” in a_ recent 
Parliamentary debate. 

* * 


THAT entertaining Odhams Press 
Golfing Society at Burhill Golf 
Club, W. H. Smith & Sons 
Golfing Society were successful 
6-0 in a four-ball competition. 

* * * 
THAT W. H. Gollings, immedi- 
ate past chairman of the Publicity 
Club of London, visited Robert 
Thornberry, donor of the Pub- 
licity Club Cup last week-end on 
the occasion of his golden 
wedding, and on behalf of the 
Club presented to Mr. and Mrs. 
Thornberry a bouquet of prize 
carnations. 

*~ * * 
THAT Apollinaris Co. Ltd., have 
issued the first edition of a news 
sheet to their customers and 
friends entitled Polly Post. 

* * * 


THAT the new wing of the 
Lloyd Memorial (Caxton) Sea- 
side Home, Deal, will be opened 
and dedicated to the memory of 
the late Viscount Southwood on 
Saturday. Lord Southwood, was 
president of this printers’ con- 
valescent home from — 
~ ~ 


THAT this (Thursday) evening 
Leslie W. Berrill is taking a party 
of 656 to see “London Melody” 
at Earls Court. They are mem- 
bers of the staff. with wives, 
husbands, and friends, of the 
Gordon and Gotch group of com- 
panies of which Mr. Berrill is 
chairman. 
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Acknowledged to be the Most Influential 
Newspaper in Northern Ireland 


the Belfast News-Letter provides Province-wide coverage of 
the middle and higher class markets in this important 
territory. 

It circulates throughout the six counties of Antrim, Armagh, 
Down, Fermanagh, Londonderry and Tyrone, as well as the 
capital city of Belfast (population 443,000). 


Established 1737 
MORE THAN A NEWSPAPER — AN INSTITUTION 


Donegall Street, BELFAST 88 Fleet Street, LONDON, E.C.4 


' Advertising Balloons attract attention and create goodwill! 


sc. 


2 

iS You cannot help being 

brightly coloured advertising balloons. The 
“ GARTEX "’ pre-tested long-life balloons can be printed 
with your name ©) Co or the name of your product — 

(and, if you like, a gay design was well). They create abundant 
goodwill wherever they are distributed. Children of all 
= =% 

ages love them, <<“ sees them . i, and the name 


* GARTEX ” ie long-life. 


Write now = 5 a samples and let us quote ood 4 
you for various «dei quantities ... We're aie Y/ sure 
you'll be pleasantly surprised at the reasonable fw 
ee $9 
GARTEX” Balloons 


FOR ADVERTISING 
YOUNG & FOGG RUBBER CO. LTD., 124/12 HAYDON S ROAD, LONDON, S.W.I9. Liberty 6281 
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\ 


For | 
Selling 
on Gite- 


29, BOOTLE STREET: 


MANCHESTER BILL 


DEANSGATE - 


POSTING C0. L7? 


MANCHESTER 2 


Consult 
G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.1! 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
“ TEM OR SILK 


UDIOS (SIGNS & DISPLAYS) LTD 
sTdm ROAD. HANWELL W? 
2A 9308 


REGINA ST 
27, 80 


AL #308 


Personal Attention to all Enquiries & Production 
Complece & Guaranteed Service in the Fullest Sense 


G.F. KRUSE 


LTb. 


37 SPRING STREET W.2. 


Dieebinds, 
F posters SI 


fTS ‘o 
‘p ARTE RAFTS 
ASSOC nit Vere 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


= 


— 


EEDLEWOMAN | 
NEEDLECRAFT 


. =. 
If your appeal is exclusively to women 


“ NEEDLEWOMAN 
and 
NEEDLECRAFT” 


offers remarkable value in view of 
the 196,000 circulation and long life 
of the magazine. Write for specimen 
copy and rate card to: 
Advertisement Manager 
** Needlewoman and Needlecraft” 


and the Man 


By S. D. Barney 
Here is an essential new book for 
the ambitious man who is fully 
alive to .he importance of @& 
taste in clothes for business as 
well as for sccial occasions. In it 
an acknowledged expert answers 
such questions as: What should I 
wear? What should I spend on 
clothes? and how can I get value 
for money? It describes the qualities 
of cloths, how to 
get properly fitted, 
in short, a thous- 
and and one de- 
tails of interest 
and value to all 
who like to be 
well and suitably 
dressed. At all 
booksellers. Price 
Ss. 6d. net. 


A Pitman Book 


Parker St . Kingsway . London, W.C.2. 
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Publications News and Notes 


Sprites Of The 
rg 
Round ‘lable 

Punch, as befits a British insti- 
tution, will be on show to the 
world during Festival year. 

From now until the end of 
September, the famous Punch 
room at 10 Bouverie Street, 
with its historic table, round 
which editorial contents are 
planned, will be open to public 
inspection. At the same time, on 
another floor, will be found an 
exhibition of 70 original drawings 
from Punch—especially its Festi- 
val Number—with photographs 
of the artists, each the subject 
of a witty biographical rhyme. 
Pages from the 1851 Exhibition 
number are also displayed. 

This delightful exhibition 
throws wide the door of the 
editor’s sanctum, and tells, in 
Punch’s own vein of humour, just 
how the contents of the magazine 
are created, and 07 woem. 

* 


Owing to paper shortage, 
Markets and People (formerly 
Betro Journal) will, for a tem- 
porary period of a few months, 
be published bi-monthly. Next 
issue will appear on August 15. 

* * 


Second of a series of “Wise 
Buying” brochures prepared by 
the editorial staff of Watchmaker, 
Jeweller and Silversmith for the 
National Association of Gold- 
smiths, deals we woemes. 


The News Chronicle and Star 
publications departments have 
issued two topical booklets. The 
former's Festival Souvenir in 
Pictures (2s. 6d.) has 32 art-paper 
pages of fine photographs of the 
South Bank Exhibition and also 
of village celebrations. Experts 
in Action (ls. 6d.) contains the 
complete series of film strip 
tennis lessons, featuring famous 
Wimbledon players, published in 
the Seay, est season. 

oa 


In connection with a new-style 
cover that is being adopted by 
Good Housekeeping for the 
August issue, the publishers are 
offering £20 to the retailer who 
sends in the best expression of 
opinion on the new design. The 
first of these re-designed covers 
will feature a full-length photo- 
graph of Princess Margaret. 

* * * 


lliffe’s Metal Industry will 
publish to-morrow (Friday) a 
review of the metallurgical instru- 
ments being shown at the British 
Instrument Industries Exhibition 
now at Olympia. 

* * * 

Some 30 pages of advertise- 
ments from a wide variety of 
national advertisers have been 
obtained for the first issue of 
Country Fair, a new half-crown 
monthly magazine. This issue of 
104 pages contains a large range 
of articles, illustrated by photo- 
graphs, drawings, and humorous 


sketches. The cover, in red with 
white titling, has an amusing 
caning. Size 3 in. x St in. 


For the first time in almost 
100 years, publication day of 
lliffe’s and 
News is to change. It will appear 
on Thursday instead of Friday. 
This is to ensure that, in future, 
readers in all parts of the country 
will receive their copies before 
the week-end. 

* * * 

Second in the post-war series 
of Chemist and annual 
special issues, the June publica- 
tion easily maintains the high 
pre-war standard. It contains 
about 320 pages, of which nearly 
250 are advertisements. Both 
editorial and advertisement sec- 
tions contain some good colour 
work. 

* 7 * 

Truth, which reduced its price 
from 9d. to 6d. at the end of 
1937, is having to raise it to 9d. 
again ar from to-morrow. 


The Hairdressers’ Journal is 
beginning two entirely new series 
in the issue on sale this week. 
The first, on beauty, written by 
a French expert, is designed to 
explain to hairdressers how 
beauty-treatment can build up a 
business. The second series, on 
hygiene in the hairdressing trade, 
opens with an article on air con- 
a. apparatus. 

*” 


An attractive colour promotion 
folder issued by Newnes-Pearson 
Publications announces that over 
260,000 replies were received in 
eight days in response to an ad- 
vertisement placed in Woman's 
Own by Goya Ltd., offering three 
Goya sample lipsticks for one 
shilling. 

. * * 


The Empire News Football 
Annual will be published on July 
27, price 6d., and the Sunday 
Chronicle Football Annual on 
August 1, price Is. 6d. 

* * * 

A silver rose-bowl, to be known 
as the Clacton Pier water polo 
challenge trophy, has been pre- 
sented by Sporting Record for 
annual competition. Eileen Fen- 
ton, the channel swimmer, will 
be present at the gala at Clacton 
Pier on Sunday, July 15, when 
the trophy is om competed for. 


The only British publication 
with a separate stand of its own 
at the 1951 Canadian Interna- 
tional Trade Fair at Toronto was 
The Machinist. The display 
matedinl was Sowa to Toronto. 


Advertisement rates of the 
Drinks Trade Journal are 
increased to £10 per full page as 
from this week. Colour rates are 
now £15 per page. 
+. + * 
Men’s Wear last week carried 
a 32-page supplement on “Boys” 
Wear.” 
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The Amalgamated Press Limited 


The following are extracts 
from the Statement of the Chair- 
man, Viscount Camrose, circu- 
lated with the Report and 
Accounts for the year ended 28th 
February, 1951, to be submitted 
to the Twenty-fourth Annual 
General Meeting of the Company 
on the 24th July, 1951. 

In the twenty-fourth year of 
existence in its present form, or 
the sixty-third from the founda- 
tion of the business, The Amal- 
gamated Press has achieved a 
new high record in its relations 
with the tax collector. The Profits 
Tax and Income Tax which is 
payable on the profits of the 
Group for the twelve months 
which closed on 28th February 
last amount to over £2} million, 
to be exact, £2,300,993. And this 
is after a Double Tax Relief 
amounting to £105,000. 

The Trading Profit of the 
Group is £4,200,696. To this has 
to be added the income from 
Trade and Other Investments, and 
a deduction made for Debenture 
Interest and Auditors’ Fees. The 
result is a figure of £4,367,431 as 
the total profit before subtracting 
the colossal sum which goes to 
His Majesty’s Government. After 
allowing for the amount which 
belongs to outside shareholders 
in the subsidiaries, you finally 
get a net tax free profit of the 
Group of £1,914,197, comparing 
with £1,797,834. 


INCREASE IN NET PROFITS 

Despite a very difficult year we 
have increased our net profits by 
£116,363. This may seem surpris- 
ing, but the answer is that we 
have our eggs in many baskets, 
that we have spread and added 
to our interests in a number of 
directions, and that we are not 
entirely dependent on the periodi- 
cal publishing business for our 
earnings. Over £3,000,000 has 
been ploughed back into the 
business since the close of the 
war, and that must always tell a 
tale in the accounts we present 
to you each year. 

In this connection it is worthy 
of remark that our income from 
Trade Investments (derived very 
largely from overseas and subject 
to Double Tax Relief) plus our 
net income from other invest- 
ments substantially covers the 
net amount required for the in- 
terest on our Debenture Stock 
(£20,977) and the dividend on our 
Preference Shares (£171,281). 

I am referring, of course, to 
income only from investments 
outside the Group and am not in- 
cluding any dividends received 
from our subsidiary companies. 
Of the profits we have retained 
in the subsidiaries £600,085, or 
£57,484 more than last year. All 
of this is in the nature of a free 
reserve. 


ALLOCATIONS TO RESERVES 


There remains £1,314,112 as 
the net profit to be dealt with in 


CHAIRMAN’S 


the accounts of The Amalgam- 
ated Press after making the 
deductions which I have men- 
tioned. To this we have to add 
a windfall of £158,189, being 
Double Taxation Relief and 
taxation overprovided relating to 
former years. 

We have to deal then with 
£1,472,301. We have paid in 
Preference Dividends £171,281 
and £49,500 in the 5 per cent 
Interim on the Ordinary Shares. 
We now propose a Final Divi- 
dend of 20 per cent, which will 
make 25 per cent for the year, 
and absorb £189,000. This is an 
increase of 5 per cent, which we 
consider is well justified by the 
results before you. 

We are placing £600,000 to 
General Reserve (making that 
Fund £3,000,000), £150,000 to 
Pensions and Allowances Fund, 
and £250,000 to writing down 
Copyrights and Goodwill, a total 
of £1,000,000. The balance of 
£62,520 is added to the Carry 
Forward, which will then amount 
to £384,954. 

CURRENT ASSETS 

In continuation of the policy 
which was started last year 
£150,000 is being allocated to the 
Pensions and Allowances Fund. 
Your Directors are desirous of 
introducing a Pension Scheme, 
perhaps on a contributory basis, 
in the course of the next few 
years but it should be appreciated 
that this would be a very heavy 
commitment for such a large 
Organisation and the necessary 
funds may take some time to 
accumulate. In the meantime, all 
pensions and retiring allowances 
continue to be charged to our 
general funds. 

There are one or two items in 
the Balance Sheet of the Parent 
Company to which reference 
should be made. The first is that 
we have received part of the new 
printing machinery which we had 
on order, and the item of Plant, 
Machinery, etc., before Depreci- 
ation, is some £250,000. Free- 
hold Property has also increased 
by £48,000. Then there is the 
item of Investments in, and 
Loans to, Subsidiaries, which is 
higher by approximately £750,000. 
This represents the acquisitions 
we have made during the year. 
These include, besides smaller 
matters, the purchase of Every- 
body's Weekly and the whole of 
the share capital of Noakes Bros., 
Process Engravers. 

There are various changes in 
the items which make up our 
Current Assets, but despite the 
fact that we have during the year 
laid out over £1,000,000 in plant 
and new assets, our Current 
Liabilities are exceeded 
Current Assets to the amount of 
£2,455,061. 


Everysopy’s WEEKLY 
As you will be aware from the 


STATEMENT 


public announcements at the time 
we purchased in July last the 
whole of the shares in the com- 
pany owning the national weekly 
called Everybody's. 1 do not 
need to say much about the 
character of this publication, as 
it must be known to you all. It 
has a sale approaching 1,000,000 
copies a week. Undoubtedl? this 
could be largely increased if the 
paper available made that pos- 
sible. Acquired by Mr. Frederick 
Poke nearly forty years ago, its 
present successful position is 
mainly due to his energy and 
ability. It was from Mr. Poke 
and his son, Mr. Greville Poke, 
that we purchased the ownership. 
Mr. Greville Poke, I am glad to 
say, has remained as itor. 


EVENTS OF THE YEAR 

The year under review has 
proved a particularly difficult one 
—perhaps in many respects the 
most difficult of the post-war 
years. As always in these days 
the paper or newsprint question 
has ranked foremost. Since July, 
1950, there have been no less 
than four increases in price, and 
newsprint which was costing 
£33 8s. 9d. per ton a year ago is 
now at £60 or almost double. 
Indeed, in some qualities, the 
price has more than doubled. 
And the end of this rise is by no 
means yet. It is almost certain 
that the price will be jerked u 
by 15 or 20 per cent in July, with 
a possible further increase before 
the year is out. 

On the other hand, despite all 
the difficulties which have beset 
us we have managed to keep and 
maintain the high volume of sales 
to which we climbed in 1949-50. 

me of our publications have 
suffered, others have done betier, 
but in total our sales of periodi- 
cals and magazines are approxi- 
mately the same as they were in 
the preceding period. The only 
new publication of any conse- 
quence we have launched in the 
past 18 months, The School 
Friend, had a circulation in June 
last year of over 500,000. It is 
now well over 700,000, 


CURRENT SALES OF PERIODICALS 

Perhaps I should say a word 
or two about the situation which 
has arisen recently in the b- 
lishing trade as the result of the 
increase in price of newspapers. 
When this took place it would be 
safe to say that the circulation 
of every newspaper in the country 
decreased. At the same time, as 
the result of the economic review 
of the family budget, forced by 
this rise in cost of a staple 
article, periodicals and magazines 
suffered too. 

These remarks are being 
written when the increase is 7 
weeks old. Only two London 
daily papers publish their certi- 
fied sales every month, The Daily 


Telegraph and The Daily Express. 
Their announcements for the 
month of May (the increase in 
price was on 7th May) show a 
drop of 1-8 per cent and 2-7 per 
cent respectively. The Daily 
Mail has also announced a fall 
of 2-8 per cent. Trade reports 
say that generally the decline 
has ceased and re-adjustments 
are taking place but it will be a 
month or two yet before the per- 
manent effects of the higher 
prices are known. 


Key's Directories Lp. 

Kelly's directory business is the 
largest of its kind in the world. 
It has attained universal renown 
for accuracy and reliability, and 
its books continue to be the 
standard works of reference in 
regard to their particular subjects. 
It may interest you to know that 
the famous Kelly's Post Office 
London Directory has 2,929 pages 
and contains 700,000 entries of 
names. In Kelly's Directory of 
Merchants, Manufacturers and 
Shippers, a work which is to be 
found in every quarter of the 
globe, there are announcements 
of 250,000 firms. 

On the Associated Iliffe Press 
side, which is a publishing house 
owning 33 trade and technical 
pasate, all issued from their 

eadquarters at Dorset House, 
the year has been one of great 
stress and strain for the manage- 
ment. The ban on overtime and 
the strike in the printing trade 
were both particularly harmful to 
them in the production of jour- 
nals whose prompt publication is 
so essential. In consequence of 
the labour trouble not only were 
some numbers of the Dorset 
House periodicals seriously de- 
layed but a few issues were never 
able to make their appearance at 
all. As in the case of The Amal- 
gamated Press the editorial and 
managerial staff struggled man- 
fully with their difficulties. 

The net profit of the Kelly- 
lliffe Group, before Taxation, 
was £994,972 against £1,175,573, 
the decrease of £180,600 being 
mainly attributable to the effect 
of labour disputes. After paying 
Preference Dividends and provid- 
ing for taxation there remained 
£404,527 of which £92,856 was 
required for the dividend of 20 
per cent to Ordinary Stock- 
holders. This was an increase of 
2} per cent on the distribution 
for 1950. Apart from the very 
strong position of the Group, the 
higher rate is amply justified by 
the profit figures of the year. 

The whole of the Ordina 
Shares in James Cond Limited, 
of Birmingham, was purchased 
last October. A_ well-equipped 
works, known throughout the 
Midlands for the excellent quality 
of its output, has thus been added 
to the printing properties of the 
Group. 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


Here’s a Real Chance 
for 


SOMEBODY... 


a Man or Woman 


who has had a genuine and 
thorough Agency training in a 
creative group. Who wants a 
chance to get on in the world, 
and who isn't afraid to make 
decisions and take responsi- 
bility. Who can really draw and 
create lively advertising of all 
sorts, and who can turn their 
mind from a showcard to a 
mannequin show as easily as 
they draw their pay. 


In fact a genuine all-rounder 
in the creative advertising 
world, to work with Adver- 
tising Manager. Inexperienced 
beginners please refrain from 
answering, other applicants 
please give age, experience and 
wage expectations. Five-day 
week, Mayfair office, excellent 
prospects and possibilities. 


Box 279 
Advertiser's Weekly, 180 Fleet St., E.C.4 


THE CROOKES pe ee re ae cate 
invite appiications for of 
Copywriter. Requirements my an 
ability to write, proof-read and handle 
generally a'l technical and medical 
literature, advertisements, etc., and to 
fit into the organisation of an enthusi- 
astic Advertising Department. he 


nuated. Applications, 

pened on July 10, should state age, 
a OP and jarv 
required addressed 
strict comidence "10 RHHS.4, 
Crookes Laboratories Ltanited’, 
Marylebone Lane. 


PRINTERS — SEPGRSENTATIVE— Te- 


quired—capable of getting business for 
~~ Progressive letter- 


Wri 
x 239 Ad. Weekly 180 Flees St EC4 


CANDIDATES FOR 


THE A.A., LI.P.A. and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page klet 
“Advertising’’ or ‘‘Salesman- 
ship and Sales Managements”’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 12 
International Bidgs., Kingsway, W.C.2 


in 
The 
ee 112 


CLASSIFIED ADVERTISEMENTS 


RATED Ro Sp ppl oe 3s. 6d. per lime, 35s. per display one inch. 


APPOINTMENTS WANTED, 3s. 


per line, 35s. per 


display panel inch. All other 
c'assifications, 4s. per line, 45s. per lew et inch. —_~y- 3 —_ Box No, 
od. covering all 


oo, one line plus 


under se 
Weekly,” 180 Fleet Street 


postage, Series rates 
seven insertions MUST BE ‘PREPAID. oe. “Advertiser's 
, London, E.C.4. CHAncery 8844. 


APPOINTMENTS VACANT 


EAST AFRICAN STANDARD 
Nairobi, Kenya Colony, requires 
Machine Minder 
allowances £730 per annum. 
experienc in operating Mann and 
Furnival Machines. Apply giving details 
of training and experience, and with 
copies of references to Davis & Soper 
Lid., 52 & 54 St. Mary Axe, London, 


LTD., 
Litho 


immediately by 

weli known 
Company (Office in Central London) 
Faultiess shorthand, typing and spelling 
are essential qualifications. Ability to 
transcribe from dictaphone and to type 
stencils is desiratie. Salary according to 
ability S<day week. Staff restaurant 
On premises. Type applications please to 
Box 276 Ad. Weckly 180 Fleet St. EC4 


required 


CHIEF 
DESIGNER 


required to control staff 
of designers and draughts- 
men by a company near 
Bristol, manufacturing 
Automatic Wrapping and 
Packaging Machinery. The 
essential qualifications are 
good education, work- 
shop training and ex- 
perience 
capacity. The position is 
permanent and carries 
superannuation and life 
assurance and the Com- 
pahy is prepared to pay an 
attractive salary. Replies 
must state briefly age, 
education, experience, 
salary required and where 
at present employed. 
Applications which do not 
give these particulars will 
not be considered. The 
company’s present staff 
are aware of this vacancy 
and replies will be treated 
in confidence. 


in a similar 


Box 245 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING AND PRINTING. Old 
established Agency requires first class 
Contact Man, with knowledge of print- 

Must reside in Devon, preferably 
in writing, stating 
and salary ex- 
Fisher & Co., Castle 
Circus House, Torquay 

OPPORTUNITY for keen young woman 
with experience in periodical advertis- 
ing department to join London pub- 
lishers as secretary to Advertisement 
Manager; duties include passing copy 
to priniers, keeping registers, etc. Five- 
day weck. Ps fullest details experi- 
ence, cic 
Box 280 ‘Ad? Weekly 180 Fleet St EC4 


} 
} 


good 
** all-rounder ”’ 
required 


Busy Managing Director wants 
executive to assist and, in his 
absence, deputise for him. All 
round knowledge 


ability to Prepare rough visuals 
Knowledge of the agricultural 
industry an advantage. Salary 
£650. Write, giving full details 
of experience, age and capabili- 
ties to 


Mr. Joughin, 
Joughin Advertising Limited, 
73 Hgh Sweet, Caelmsford. 


Jury 5, 1951 


APPOINTMENTS VACANT 


Large establishment requires 
COMMERCIAL ARTIST 
capable of reas rough drawings 
from idea: \ 
of lettering important Commencing 
salary approximately £400 per annum 
according to ability. Superannuation 
and excellent prospects. 


Box 305 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION ASSISTANT cequired for 


ruduciy Depariument of large national 

advertisers in the North West. 

ence in copy detail 

knowledge of typography, 

ing, etc. Progressive post with super- 

annuation scheme in operation. pnd 

giving age, experience, and salary 

required to 

Box 289 Ad. Weekly 180 Fleet St BC4 
ARTIST: Commercial Studio (London) 

requires a first class General Artist (not 

letterer). This position will carry a 

salary of approximately £1,000 pa. 

Holidays by arrangement. — fully, 

Stating age, experience, cic 

_ Box 260 Ad. Weekly 180_ Fleet St_EC4 
SECRETARY required Managing 

Director busy London Advertis- 

ing firm. —_ about 30. ong, ee from 


90 Ad. Weekly 180 Fleet St EC4 


SHORTHAND TYPIST, to tain as 
Secretary to Senior Executive. Oppor- 
tunity for experienced junior seeking 

.—5.30 D.m., no 
Write fully, stat- 
» experience and salary required. 
THE DIRECT MAIL CENTRE LTD., 
28 Denmark Street, W. 
JAMES A. 


train as Export Sales Representative. 
The applicant must possess commercial 
ability, have had a first class education 
= be of good appearance and man- 

ner. The position offers exceptional 
opportunities. Write in first instance, 
giving in detail the fullest particulars, 
which will be treated in confidence, to 
The General Sales Manager, Wear 
_ Glass Works, Sunderland. 


ASSISTANT PRINT | BUYER required 
for large Agency. Must 


Box 238 Ad. . Weekly 180 Fleet St EC4 


LETTERING ARTIST, cither sex, with 
showcard experience, interesti: work, 
g00d conditions, 5 day weck. tite or 
call, with specimens, Studio Films, 71 
Dean Street, W.1. 


RETOUCHING ARTIST required for 
small central Advertising Agency. 
Unlimited scope for the right man. Must 
have so knowledge of process 
engraving. Apply with full Rey of 
experience and salary requir to 
Box 265 Ad. Weekly 180 Fleet’ St ECS St_ EC4 

SPACE BUYER: Assistant required to 
Space Buyer of our London Agency. 
Shorthand typing and good knowledge 
of Agency routine essential. Position 
carries good salary and prospects of 
Promotion to Space Buyer. Write 
fully, in confidence, vow l age, experi- 
ence and salary required t 
Box 312 Ad. Weekly 180 Fleet St EC4 


Applications are invited for the 
post of 


PUBLICITY 
DIRECTOR 


for an important group of companies 
manufacturing and marketing photo- 
graphic and cinematographic equip- 
ment, theatre 


Old-established and growing 
Agency in Norwich requires two 
key men : 


PRODUCTION 

A first-class production man to 
take charge of important group 
of clients. Knowledge of Agri- 
cultural and technical advertising 
an advantage. Plenty of scope for 
progress. . 


ACCOUNTS 


A good accountant to control 
department. Experience in 
advertising NOT essential. 
Write in strict confidence, giving details 
of age, experience, appointments held, 
present salary, etc., to 


DON A. TIBBENHAM 
clo Tibbenham Publicity Ltd., 
244 High Holborn, London, W.C I 


YOUNG DESIGNER required 
creative ability and able to prepare 
working drawings for Disp‘ay/ Packaging 
Unit, W.C. area. Write fully, age, 
experience and salary required to 
__Box 295 Ad. Weekiy 180 Fleet St E ECs 

ACCOUNTANT / BOOK-KEEPER 
quired immediately to take charge ‘of 
accounts department of medium 
London Advertsing Agency 
Buying experience desirable.” 
not essential. Progressive 
cd salary 10 suitable 

rite 


Box 308 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS LETTERING 


with 


applicant, 


and 
FIGURE RETOUCHING ARTIST 


for Publicity ,Damsecen, of leading 
London P. se. 
to commence not hoe than Ist Septem- 
ber. Five-day week; good working 


a 

Applicants should have had a wide 
experience in the initiation and con- 
trol of advertising campaigns for the 
Press and for dealer distribution 
channels, and also a sound public 
relations background. The appoint- 
ment carries an attractive salary and 
the headquarters are in London. 
Applications should be made, giving 
fullest possible details, including age, 
qualifications, experience a salary 

required to 


Box 314 
Weekly, 180 Fleet St., E.C4 


YOUNG, talented artist required for 
leading _ studio. Must have sound 
general knowledge of drawing and at 
least two years’ experience. Excep- 
tionally good studio conditions. Send 
all particulars to 
Box 284 Ad. Weekly 180 Fleet St BC4 


and canteen. Permanency 
for the right man. Apply in writing, 
stating age, experience and salary 
required to 


Box 293 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADV yy > 


Full wy of experi- 
: ages, etc., to Will Kitchen Jr., 
131 Fleet Street, E.C.4 
OPENING in Manufacturing firm in 
North London for intelligent young 
man 20-25, with energy and initiative, 
ssessing knowledge of advertising, 
display and sales promotion. Will be 
required to collaborate with Agency 
Details of record, experience, educa- 
tion, age and salary required in confid- 


ence to 
Box 309 Ad. Weckly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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Jury 5, 1951 


APPOINTMENTS VACANT 


W. M. de MAJO 


has a vacancy for an 


ASSISTANT DESIGNER for 
FLAT PRODUCTION WORK, 
neat lettering man and able to 
execute first-class block draw- 
ings; must have at least working 
knowledge of typography. 
Figure drawing an advantage 
but not essential. 

This vacancy offers permanent, 
interesting opening for keen 
industrious and imaginative man. 


Write in first instance giving 
full details, experience and 
salary required and submit 


specimen samples to Miss B. 
Wainwright, 33 Jubilee Place, 
S.W.3. Applications will be 
treated as confidential. 


ADVERTISING MANAGER required by 
argc Mail Order House in London 
area; handling motor cycles, accessories 
and general merchandise. Wide experi- 


ence in mail order advertising essenual. 
Mechanical background preferable. 
Salary £450 


Box 287 Ad _Weekly_ 180 Fieet St BC4 
EXPERIENCED ) ADVERTISING 
UTIVE required for fast-moving 
ian sing Agency. Good all-round 
agency experience essential rather than 
specialised knowledge. Contact experi- 
ence would also be very useful. Appli- 
cations received in strictest confidence. 
Please give full details of experience to 
date, salary required, etc. Our present 
staff are aware of this announcement. 


Write 
Box 28% Ad. Weekly 180 Fleet St EC4 
FOUR FIGURE SALARY 


opening exists for man of out- 
standing creative ability to take 
charge Advertising Department 
reputable firm in Midlands. 
Applicant must be an able 
organiser and be competent to 
create and combine attractive 
lay-outs with convincing copy; 
design point of sale displays and 

ters; compile  business- 
creating booklets and leaflets; 
and efficiently organise his de- 
partment and control display 
van service. 

Apply Box 277 

Advertiser's Weekiy, 180 Fleet, St., E.C.4 


A LONDON PUBLISHING HOUSE 
producing a quality publication (techni- 
cal) is seeking a first class contact man, 
possessing proved selling ability and 
capable of negotiating business at 
highest level. Good references essential, 
Salary and commission. 

Box 307 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED es and lay- 
artist required. 

(ADVERTISING) LID” il Albert 
_ Square, MANCHESTER, 2. 
ADDITIONAL MEDIA ; available for 
established Space Salesman in most 
7 exclusive territory 0 suitable 
applicant Write giving details of 
experience and ground covered to: 

__ Box 278 Ad. Weekly 180 Fleet St BC4 


CREATIVE YOUNG DISPLAY man re- 
quired by large Textile Manufacturing 
Company. Pension Scheme. Five day 

eck. Five to six years’ experience in 
high class display essential. Adaptable. 
Prepared to travel. Write full particu- 


lars to 
Box 283 Ad. Weekly 180 Fleet St EC4 
A YOUNG LAYOUT MAN 


Agency trained, who is looking for 
an opportunity to work out his own 
ideas as a useful member of a creative 
team, should write or phone 
GRANT ADVERTISING LTD. 
36 Grosvenor Street, W.! 
MAY 6051. 


’Phone your Classifieds 


aa 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


JAMES A. JOBLING & 
manufacturers of “ EX 
glass 


technically sound 
creative vision in the contro! of a co. 
siderable a ae for — 


sales literature and Please 
write, in first aaeen giviag fullest 
particulars, in confidence, to 

cs Manager, Wear Glass Works, 
Sunderland. 


APPOINTMENTS WANTED 


EMIGRATING TO AUSTRALIA 


—top flight creative artist—possesses 

sounc knowledge of advertising; 

would like to chat with anyone 

interested — ps an Australian 

vi who is i no 

for the International Conference. 
line, in confid to 


COMPTOMETER OPERATORS required 
for temporary work—West End, City 
and London suburbs. Travelling 
allowance. Occasional and permanent 
vacancies for fully experienced operators 
only. Write, Essex Calculating Ser- 
vice Ltd., High Road, Chadwell Heath, 
_ Essex. Phone Seven Kings 9933. 

OPPORTUNITY for ambitious and 

energetic advertising man. If you would 

like to join t London Advertising 

Department of a world famous organis- 

ation and have practical experience of 

advertising routine and ability in copy- 
writing and rough layouts, write in con- 
fidence an outline of your work to date 
and state age = salary yt Re to 
earn at the present stage o! ur career, 
Box 3O4 Ad Weekly 180 Fleet St BC4 


ADVERTISEMENT MANAGER wanted 
for series of weekly newspapers in 
South Manchester area. Write stating 
age, experience and salary required to 
Box 281 Ad. Weekly 180 Fleet St BC4 


AN ASSISTANT 
ACCOUNT EXECUTIVE 


is required to work on impdériant 
natioval accounts. He must have a 
Satisfactory agency record and prefer- 
ably be (or shortly will become) an 
A.LP.A. Write details to Secretary, 


JOHN HADDON & CO., LTD. 
11 Salisbury Square, London, E.C4 


SPACE SALESMAN required immediate- 
ly for International Journal and other 
monthly publications. Excellent oppor- 
conte for class man. Write sales 


‘ecord. 
Box 311 Ad. Weekly 180 Fleet St BC4 
ARTIST required for layout work and the 
c up , adaptations Hay 


vice, 5 bery Avenue, 
PRODUCTION ASSISTANT, aged 18-22, 
Man- 


TERminus 8770. 
not liable to call-up, requ 
chester Advertising Agency. Experi- 
nce layout, copywriting, block 
ordering and space schedules an advan- 
tage. Send details of training, experi- 
ence and salary required to 
_ Box 310 Ad. Weekly 180. “Fleet St EC4 
ACCOUNTS CLERK male or femaic = 
quired by West End Agency. Must be 
good typist and quick at figures. Phone 
_ Miss Robins, MAYfair 4074. 
SECRETARY SHORTHAND /TYPIET 
required for Director of West End Ac- 
vertising Agency. Post falls vacant 
Applicants must have had 


vertising and able to work on own 
initiative. Write, —e age, experi- 
ence and salary required 

Box 247 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


SPACE SALESMAN _ secks 


changec 
Averaging ove £1,000 p.a. London, 
ome Countie 


Box 301 Ad Weekly | 180 Fleet St EC4 
SENIOR EXECUTIVE fully experienced 


Agency routine, Press a Outdoor 
pS personal accounts but Dossi- 
ihitues 


Box 315 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN — 26 — Oxford honours 


English ged writer. Reliable and 
creative. ientific know- 
ledge, editing ‘pewthing. Ready to 


learn and willing to work for nominal 
salary to gain experience, secks I~ 
tion with Advertising Agency. vill 
stay for minimum two years if required. 
eferences, cuttings, etc 

Be Weekly 180 Fleet St EC4 
ADVERTISEMENT MANAGER. E Experi- 
enced advertising man. First class con- 
nections Fully conversant 4 

yy School education. Desires 
anager of Weekly. 


Monthly publication. 
Box 285 Ad, Weekly 180 Fleet St BC4 


class retouching. justration, 
etc. ee =o — doody with Art 


Direc! 
Box 382 Aa. Weekly 180 Fleet St EC4 
PHOTOGRAPHER (37), 


facturers” organisation. Ca 
round worker. Member LB.P. Lon- 
don area. 


Write 
Box 291 Ad. Weekly 180 Fleet St BC4 


LETTERING AND LAYOUT ARTIST, 
4 — agency and studio experience, 


change. 
Box “292 Ad. Weekly 180 Fleet St BC4 


lettering and creative 
change. London areca. 


case write 
Box 296 Ad. Weekly 180 Fleet St BC4 
GRAPHIC ARTIST, lady, 28, good 
<- B. wous 


CLASS 
artist secks 


Box 297 Ad. Weekly 180 Fleet St St BC4 


MAN, Own Car, outside sales, bill- 
sbow collecting, part-time, representung. 


Box 298 Ad. Weekly 180 Fleet St BC4 


SHORTHAND.-TYPISTS. Private Secre- 
taries, Clerks, etc. 


y 

Hi , Whitcombe Street, 

(WHitehali 24) © spec 
ent personne 


a AND DISPLAY writer (quali- 
some_ a aoceeae. experience as 
lettering” ar Secks progressive post. 
i. Weekly 180 Fleet St EC4 


bah od 9 ee LAYOUT MAN (25), 
S.LA., years’ practical experience, 
ae = post to specialise in di 
of quality sales literature, manuals, cic 
Box 300 Ad, Weekly 180 Fleet St BC4 


i 


FREE LANCE SERVICES 


LANCE ARTIST, able to supply 
ideas for various products. Chiefly 
work. A. oiies details of 

experience 

Box 286 Ad. Woes 180 Ficet St BC4 St ECs 
TECHNICAL COPYWRITER and * od 

aoe offers free lance serv 

ox 282 Ad. Weekly 180 Fleet ‘St EC4 


BUSINESS OPPORTUNITIES 


EIRE & N. IRELAND 
ASSIGNMENTS 


Settling in Dublin in August, 
ARTHUR LAWSON will wate 
assignments. 

Formerly of The Cape Times, 
Press Association and The Star, 
Special Correspondent, 
feature and leader writer, 
columnist. 

Public relations: Ivy Lee & Asso- 
ciates, New York, B.1.F., Ministery 
of Supply, Board of Trade, Nitrate 
Corporation of Chile Limited. 
Member, Institute of Journalists. 


ARTHUR LAWSON 


Telephone : PiNner 3160 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 
Book Jackets, Advertising Folders, 
etc.. by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LTD. 
Fine = Printers, Bo: 
Telepho Boscombe 36835 
Londo adon Office: 98-100 Fleet St., B.C.4, 
CEN«tal 1740 


A NEW METHOD for impartin 
superior finish to Showcards, Sales Lists, 


from Morane Plastic és Led., 21, 
Woodthorpe Ashford, Middle- 


sex. 
CAMERA TALKS (photographers): 
Specialists sponsored Educational 


in 

Production. All inquiries to 
Camera Talks, 23 Denmar 

W.C.2, TEM 1828, 


ayn ay LTD., all photographic 
ices and facilities. St House, 12 
. W.1. GERrard 7184. 


ACCOMMODATION 


STUDIO/OFFICE 15 «x 15, including 
light, heat, cleaning, ° service, 
100 vards - 


Paddi ington. 3 gms. 


TO LET, City, 
furnished service room. 
phone, use of bath. 

D.w. "Ring CEN 7943, after 8 p.m. 


GOOD STORAGE space available for 
P lay units and Exhibition we 


. Artists Ltd., 16la Swand, W.C.2. 
SALES AND WANTS 
FOR SALE shortly, three er a 
Rotary single width, off 

pF - with ans plant, 


be 
tion—Apely | outh 
eo South 


ve ork shire Time: imes, 


MASSEELEY Showcard Outfit 
with 10 in. x pre ‘in. "platen — Model 
2. Finishing press, oak cabinet. 

, Edwards Lid.. 359 Season Road, 
London, N.W.1. EUSton 4681. 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, penecgend etc. 


4.N.P. (London) L 
2 Middle St., C1. ee Sai; Mon 2402 


PRINTERS 


MONTHLY MAGAZINE REQUIRED 


Printer in provinces has facilities for 
printing a monthly magazine approxi- 
mately 10/20,000 copies. 64/80 pages, 
pest in 2 —— and 4 colours pre- 
erred. gs ~~, = a. 
Quick service. 

Write 


Box 304 
Advertiser's Weekly, 180 Fleet St., E.C.4 


MIDLAND PRINTERS invite inquiries 
from Publishers | ys monthly or 
quarterly period newspaper 
rotary press Paper available. 

Box 213 Ad. Weekly 180 Fieet St BC4 


UNUSUAL OPPORTUNITY FOR 
PUBLISHERS — 


or overseas campaigns. 
Write in confidence 


Box 316 
Advertiser's Weekly, 160 Fleet St., E.C.4 


SPE 


NNOUNCEMENTS 


See June 14 issue of Advertiser's 
Weekly pages 514-515 for the 
Advertising Services and 
Supplies Section. July 12 will 
be the next issue containing 
these services. 


ee 


to CHA 8844 (Ex 23) 
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In vain 


his enemies 
squirm and fly... 


| a TOMMY’S PAPER HAT Is, in sober truth, 
a trophy of battle. For world output of paper is 
greatly dependent on the con- 


like Walter C. Griswold* wage 
against the pests and para- 
sites which attack the trees 
from which the wood pulp 
for newsprint is obtained. 
Thirty-t two year old Griswold graduated in 
Forestry at the University of New Brunswick and 
had already carried out research in the forests 
before joining Bowaters’ staff. 
He is officer in charge of the Newfoundland 
field workers who pry into the cracks in the 


bark and beat the boughs over extended sheets 
to collect specimens of the pests threatening the 
growing trees. Once these pests have been iden- 
tified in the Dominion Entomological Labora- 
tory it is Griswold’s job, in co-operation with 
Canadian Government experts, to plan the ap- 
propriate counter-attack. One successful method 
is the introduction of species of parasites as 
allies to prey on those already in possession. 

It is largely upon the success or failure of 
this silent struggle to protect the forests that the 
supply of paper to keep pace with the world-wide 
spread of literacy depends in the years to come. 


THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN CANADA + AUSTRALIA + 


SOUTH AFRICA * 


U.S.A * NORWAY * SWEDEN 


* Fictitious name for a real character 


Tuurspay, Jury 5, 1951 


55/- (overseas) 
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CONFERENCE— 
LATEST NEWS 


Five serving members Ameri- 
can forces in Britam, inciuding 
Air — colonel, are among 

to = Anternationai 
Aavectising Conference, 

uoif programme: Saturday, 
Wentwonh Club, Virginia 
Water, challenge match in 
morning between deiegates’ 
team and the Newspaper and 
Advertising Golfing Society. 
Afternoon, four-bali foursomes 
agaist bogey, parimers as in 
morning. 

Sunday’s programme, at Wal- 
ton Heath Ciub, ‘adworth, 

morning: singles bogey round 
olf New Club handicaps. After- 
noon: Four-ball against bogey 
for all delegates. ‘This round 
will imclude Inter-Advertising 
Clubs Competition for “Leicester 
Evening Mail” challenge bowl 
— by Fieet Street Column 

u 


Genuine Venetian gondolier 
will propel the gondola on the 
lake at Hurlingnam. Over 50 


ing 
Water y— A will feature mid- 
night swim cabaret. Lord 
Mayor’s party will include 
Sheriffs. 
Film programmes at British 
og a Theatre will last about 
0 
Judges for public speaking 
contest finals 


S.A.). 

Opening exhibition “Adver- 
tisiing prepares for the future” at 
headquarters, Institute of Incor- 
Qing Practitioners in Adver- 

is Wednesday, Institute’s 

dent Hubert Oughton said 
Pit is part of our contribution 
to International Advertis 
Conference and to Festival 
Britain.” 


Over 10,000 visited “Daily 
G Festival exhibition 
“Fifty Years in News Pictures” 
at 201 Oxford Street in first 
two days. 


“News-Chronicle” 
eight pages Wednesday, 
popular natienal to do so since 
ration five per cent news- 
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Published by the P 


July 5, 1 Printed in England 


Limited at their Great Titchfield Street, 


BUSINESS te pm ne | Led., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
by Staples Printers London, establishment. 
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= —— The whole wealth of Bowaters craftsmanship, experience and research in the Pe Ae ore q 
SS = art of making paper — the ‘know-how’ in short —is freely at your service. & 
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